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Candy Industry 
Ends Consumer 


Ad Promotion 


Professional Campaign 
Continues; Burnett 
Resigns as Agency 


Cutcaco—The nation’s candy 
makers, confronted last week with 
a lot of disheartening facts and 
figures about their ranking in the 
competitive “sweets” market, as 
well as continuing prejudices 
against their product, have aban- 
doned consumer advertising as an 
industry. 

In addition, it was disclosed at 
the annual convention of the Na- 
tional Confectioners’ Association 
here last week, Leo Burnett Co. 
has resigned the account which it 
has handled almost since the in- 
ception of the trade group’s Council 
on Candy in 1942. 

John K. Kettlewell, director of 
the council, told ADVERTISING AGE 
that it doesn’t contemplate ap- 
pointment of a new agency at 
present, since there are no plans 
to resume advertising to the public 
at large. However, the council will 
retain the services of L. G. Maison 
& Co., Chicago, which has handled 
its professional advertising to doc- 
tors, dentists, etc., and which is 
taking over the educational adver- 
tising in the teaching and home 
economics fields, formerly handled 
by Burnett. 


= The fact that the industry still 
faces formidable handicaps was 
pointed up in the findings of an 
Elmo Roper pilot survey, revealed 
for the first time to industry mem- 
bers and guests at one of the 
convention sessions by I. C. Shaf- 
fer, vice-president of Just Born, 
Inc., New York, and chairman of 
the Council on Candy. NCA offi- 
cials later threw a_ protective 
blanket over the actual percentage 
figures disclosed, saying that the 
data will be sent out in subsequent 
trade releases. 

Mr. Shaffer cited other figures 
showing that from 1939 to 1947, 
consumption of ice cream and soft 
Crinks increased at a much faster 
rate than candy, although in total 
volume the confectionery industry 
still led the field in ’47 with total 
Siles of $1,012,000,000. In total 
founds, candy has increased 35% 
fom 1939 to 1947, but ice cream 
fas inereased 151% and _ soft 
Crinks, in fluid pounds, 181%. 


* During the past six and a half 
ears, the Council on Candy has 
livested more than $2,500,000 in 
Consumer, professional and edu- 
¢ :\tional advertising and promotion. 
1. view of the Roper findings, Mr. 
S \affer commented, “the $2,500,000 
ve have spent wasn’t enough.” 
The survey, although it was 
! erely a pilot study with a limited 
r umber of interviews, was indica- 
tve of trends which may prove 
t reatening to the industry if they 
é-e substantiated by further in- 
\-stigation. The percentage of 
(Continued on Page 68) 
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FOR 10 WEEKS—This ad last week opened 
American Tobacco Co.'s new $2,500,000 
ten-weel drive in 1,600 newspapers for 
Lucky Strike. Batten, Barton, Durstine & 
Osborn is the agency. (Story on Page 65.) 


Nancy Sasser 


to Launch New 


Ads in Dailies 


Third Column Set for 
Fall Debut; Magazine 
Rates Announced 


New YorK—The headquarters of 
Nancy Sasser’s “Buy-Lines” were 
humming last week. The rates for 
the new participating magazine 
page (AA, June 6) were ready for 
presentation to advertisers today, 
and Miss Sasser is preparing to 
launch a new weekly column in 
the newspapers that now carry her 
weekly and Sunday columns. 

Advertisers interested in the 
magazine page would hear these 
details: Each page (weekly in the 
Post, monthly in the Ladies’ Home 
Journal) would be limited to ten 
advertisers; space is bought in 
cycles (as in radio) with insertions 
scheduled only for consecutive is- 
sues, alternate issues, or every four 
weeks; schedules must begin with- 
in the first four weeks of a yearly 
quarter—October, January, April 
and July; because the page must 
be filled with a fixed number of 
advertisers, cancelation of con- 
tracts cannot be accepted unless a 

(Continued on Page 4) 
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Actors Unions 
Agree on Video 
Jurisdiction 


Jurisdictional Strife 
Banned as Talent Forms 
New TV Authority 


Cuicaco—After months of talk, 
weeks of planning and endless 
discussion sessions, the stage, 
screen, variety and radio actors’ 
unions last Tuesday agreed to form 
Television Authority, a_ single 
group, for the purpose of negotia- 
ting wage scales with television 
management and producers—with- 
out jurisdictional strife. 

Approval of the agreement form- 
ing Television Authority was an- 
nounced by George Price, repre- 
senting the American Guild of 
Variety Artists, at the final 1949 
meeting of the Chicago Television 
Council. The agreement means, 
simply, that all labor negotiations 
in the television field pertaining 
to actors will be handled by TV 
Authority. 

TV Authority will work through 
the “Four A’s” of the labor guild 
world, consisting of Agva, Screen 
Actors’ Guild, American Federa- 
tion of Radio Artists, Actors’ 
Equity and about nine other, 
smaller unions. 


a Local offices of TV Authority 
will be selected from among the 
offices now maintained by member 
unions, and its interests will be 
represented by the local office 
of whichever union is_ chosen. 
Screen Actors’ Guild, for example, 
probably will represent TV Au- 
thority in most West Coast negotia- 
tions; perhaps Afra will do the job 
in Chicago, and Agva in New York. 

Mr. Price, who is noted for his 
dance routines, did not sidestep 
the implications of the move. He 
emphatically declared: “I can as- 
sure you that there will be no ef- 

(Continued on Page 64) 


ANA Members Debate 
Payment for Research 


Marketers Give 
Five Awards for 


Meritorious Work 


AMA Studies Proposal 
for Association Project 
to Explore Fundamentals 


Str. Lours—Winners of the first 
annual awards competition set up 
by the American Marketing As- 
sociation to recognize significant 
contributions to the science of mar- 
keting were announced at the AMA 
mid-year conference here Monday 
and Tuesday. The awards, given 
to projects rather than individuals, 
went to: 


ws United States Department of 
Commerce, Office of Domestic 
Commerce, Marketing Division, for 
publication of a study, “How Man- 
ufacturers Reduce Their Distribu- 
tion Costs,” written by Charles 
H. Sevin. The book was reviewed 
at considerable length in the Oct. 
25, 1948, issue of ADVERTISING AGE. 

The commercial research de- 
partment of Pillsbury Mills, Inc., 
for “Product Testing, a Study of 
Comparative Test Designs and 
Theoretical Implications.” 

College of Business Administra- 
tion, Ohio State University, for 
“Increasing Wholesale Drug Sales- 
men’s Effectiveness,’ written by 
James H. Davis and published by 
the university. 

The marketing research depart- 
ment of Firestone Tire & Rubber 
Co. for its research into “Tech- 
niques for the Study and Analysis 
of Retail and Wholesale Prices.” 

A series of three articles in the 

(Continued on Page 67) 


Last Minute News Flashes 


Tucker, Knoble, Others Indicted in Chicago 


Cuicaco—Instances of allegedly false and misleading advertising and 
publicity were among 55 “overt acts” charged against Preston Tucker, 
president of the Tucker Corp., and seven other of the auto company’s 
officers in an indictment by a federal grand jury Friday. Violations of 
the Securities and Exchange Act and mail fraud are alleged. Among 
those indicted is Clifford Knoble, former Tucker advertising director, 
who in 1949 sued Tucker Corp. for failing to pay him his salary and 


certain other money owed to him. 


Colgate Starts Super Suds Coupon Promotion 

Jersey Ciry—Colgate-Palmolive-Peet Co. last week began a 10¢ 
coupon-in-package promotion for Super Suds, using newspapers and 
spot radio in New England and Middle Atlantic states, and the South. 
Willam Esty & Co. is the agency. In July, the company will launch 
a combination offer for Palmolive brushless shaving cream, offering 
a giant and large size, usual price 70¢, for 49¢. The campaign embraces 
479 newspapers and spot radio on 151 stations. Ted Bates, Inc., is the 


agency. 


Charles of the Ritz Follows Mack to Peck 


New Yorx—Charles of the Ritz Cosmetics has named Peck Adver- 
tising Agency to handle its account. The company, which has con- 
sistently followed Norman A. Mack, who last week became executive 
vice-president of Peck, is preparing a record campaign in news- 
papers, magazines and business papers, and is considering television. 


(Additional New Flashes on Page 67) 
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Pros and Cons on Co-op 
Advertising, Point of 
Purchase Also Discussed 


Cuicaco—A frank discussion of 
advertiser-agency relations on the 
research front, including who 
should perform—and pay for— 
which research, was a highlight of 
the regional meeting of the Asso- 
ciation of National Advertisers 
held here Wednesday. 

The program, which started in 
the afternoon and continued 
through dinner, also included a pro 
and con discussion on cooperative 
advertising, an analysis of point- 
of-purchase advertising, and a dis- 
cussion of how to handle trade- 
marks in advertising. 

Pointing out that there is no 
established pattern of creative and 
financial responsibility for re- 
search between advertisers and 
agencies, Gordon A. Hughes, man- 
ager of market analysis for Gen- 
eral Mills, said that his organiza- 
tion has set up two simple rules 
in this area: 


a “The first of these rules is to 
encourage or assign agency re- 
search only in the fields directly 
affecting the creation of adver- 
tising. The second is to discourage 
or refuse agency research which 
concerns the evaluation of their 
own efforts.” 

“Generally,” he said, “we classi- 
fy research projects into two cate- 
gories insofar as their relation to 
our advertising agencies is con- 
cerned: 

“The first type, such as copy 
testing, media and duplication 
studies, premium tests, radio com- 
mercials, package design studies, 
etc., are related to the basic func- 
tion of the advertising agency and 
as such are agency responsibilities. 


s “A second type of research proj- 
ect concerns the product itself, its 
market position, its sales volume, 
etc. These, in our opinion, are 
projects which should be done by 
the advertiser rather than its ad- 
vertising agency. Research in these 
areas are the responsibility of the 
advertiser, usually does not relate 
to the job of creating advertising 
and would, in many ways, involve 
the agency in the evaluation of its 
own efforts. 

“While we do not encourage this 
type of research among our adver- 
tising agencies, we do solicit their 
advice and consider it carefully, 
and we distribute copies of the 
findings to the responsible agen- 
cies.” 

Mr. Hughes emphasized that each 
research project is considered on 
its merits with regard to responsi- 
bility and payment of cost, and 
cited the research done to discover 
if the high-readership Wheaties 
cartoons had any tangible effects 
on sales. He also reviewed the four 
areas of research which are being 
conducted in connection with the 
huge Betty Crocker “editorial col- 
umn” test currently being con- 

(Continued on Page 63) 
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Film Stars Sub for Stern 

Hollywood stars Frank Sinatra, 
William Powell, Pat O’Brien and 
Ronald Reagan will fill in for Bill 
Stern on the “Colgate Sports 
Newsreel” while the commentator 
takes a short vacation. Mr. Stern 
will return to the NBC program on 
Aug. 5. Sherman & Marquette 
places this Colgate-Palmolive-Peet 
show. 


Gallagher & Burton's 
Whisky Invades Chicago 
William Jameson & Co., a divi- 
sion of Seagram-Distillers Corp., 
will use newspapers, trade publi- 
cations, direct mail and an am- 
bitious window display and inter- 
ior decorating plan to open the 
Chicago market for its Gallagher 
& Burton’s whisky. 
Campaign plans were presented 


last week to a group of 200 sales- 
men and officials by means of 


a sound film which introduced 
various division managers and 
their dealers, who then offered 
testimonials on the sales pull of 
the product. In addition, a series 
of humorous skits pointed out the 
right and wrong ways of selling 
the whisky to bars and package 
stores. William Jameson head- 
quarters will be located at 35 E. 
Wacker Dr., Chicago 1. 


‘United Asia’ to Hallam 


Exclusive advertising and cir- 
culation representation in North 
America has been granted Hallam 
Associates, Inc., by United Asia, 
international bi-monthly published 
by Inter-Asian Publishing House, 
Bombay. Editorial representative 
in this country is the Asia Institute. 
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‘Digest’ Forum 


Covers Foreign 
Trade Problems 


New YorK—Discussions on cur- 
rent economic and political handi- 
caps to foreign trade featured a 
forum for industrial executives 
sponsored by Reader’s Digest here 
June 6. 

Investment of more American 
capital abroad is imperative for 
revival of foreign trade in Europe, 
Paul W. Thompson, managing di- 
rector, Selection du Reader’s Di- 
gest, S.A.R.L., Paris, declared. De- 


{| spite the dollar shortage, the cold 


war and other obstacles, Mr. 
Thompson said, trade opportunities 
still exist for American manufac- 
turers in Europe, but such oppor- 
tunities have to be developed on 
the spot by intelligent and con- 
structive sales efforts. 


The brightest aspect of the for- 
eign trade situation in Europe, Mr. 
Thompson said, is the demand for 
capital and consumer goods that 
America produces best, or for the 
production of which American cap- 
ital and know-how are needed. 
French industrial production to- 
day, Mr. Thompson stated, has in- 
creased substantially, and for 11 
basic industries the index, based 
on the 1938 norm of 100, stands 
today at 127, and is expected to 
increase 25% by 1950. 


s The only practicable method by 
which we can increase foreign 
trade, Mr. Thompson said, is for 
America to increase its imports 
or for American capital to be in- 
vested abroad in new plants. There 
is an increasing belief in finan- 
cial circles, he said, that the lat- 
ter is the more feasible solution, 
as foreign statesmen realize as 
never before the necessity of elim- 
inating risks to foreign investors. 
The danger of expropriation, he 
pointed out, has been minimized 
in most countries of western Eur- 


2 out of 3 


family dollars 


Western families buy where they live. That is the reason two of every 
three dollars are spent in the Hometown communities of the West 
and outside the six largest cities of the eleven states. 


Hometown retail trade exceeds nine billion eight hundred million 
dollars a year. That is the reason enterprising manufacturers and dis- 
tributors are so interested in this great western market. 


Thirteen million persons reside in the region that is blanketed by 
Hometown Daily Newspapers. That is the reason a steadily increas- 
ing number of advertisers rely on Hometown Daily Newspapers for 
the presentation of their sales messages. 


Readership of Hometown Daily Newspaper advertising is always 
high. That is the reason a sales message can be put before a Home- 
town buyer for as little as a fraction of one cent. 


Evidence of the low reader cost of Hometown Daily Newspaper 
advertising, of the economical use of space and the more effective 


techniques is provided by a recent survey of five typical western 
papers. To obtain a copy, write Hometown Daily Newspaper Pub- 


lishers, 2001 Beverly Boulevard, Los Angeles 4, California. 
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ope. 

Discussing three ways to do bu - 
iness in Japan, Dennis McEvo,, 
managing director, Far Eastern o - 
‘ice of Reader’s Digest, urged mar - 
ufacturers (1) to have their ow, 
representatives on the spot; (2 
to acquire a knowledge and under - 
standing of the Japanese peop): 
and of Japanese bureaucracy; (3 
to familiarize their staff with U. ¢°. 
Army protocol and regulations for 
doing business under the Amer- 
ican military occupation. 

The chief problem facing Japa., 
Mr. McEvoy said, is still over-pop- 
ulation. The problem is being 
studied on many fronts, and at 
present the consensus seems to be 
that the only long-range remedy 
is intensive industrialization. 


s Predicting that most of the Far 
East is likely to go communist as 
a result of the Red victory in 
China, John G. Cooper, business 
manager, The Reader’s Digest As- 
sociation (Pty.) Ltd., Sydney, Aus- 
tralia, stated that a highly in- 
dustrialized Australia is an essen- 
tial part of the modern world. 
More American firms are doing 
business in the commonwealth, he 
said, as a result of the war, and 
most of them have found that di- 
rect representation is necessary to 
carry on business successfully. 

Mario Chisalberti, chief editor, 
Selezione dal Reader’s Digest, Mi- 
lan, Italy, stated that Italy has 
increased its exports to the United 
States slightly more than the pre- 
war total, and that industrializa- 
tion in Italy is slowly rising. Im- 
provement of the Italian economy, 
he said, has been caused almost 
entirely “by the resurrection of the 
spirit of free enterprise.” 

Chairmen of discussion groups 
were: Joshua B. Powers, president, 
Joshua B. Powers, Inc.; George 
N. Coe, assistant vice-president, 
National City Bank of N. Y.; P. T. 
Lamont, coordinator of marketing, 
Standard Oil Co. (N. J.), and Will- 
iam L. Cunliffe, president, Stand- 
ard Brands International, Inc. 

A Kodachrome motion picture 
about the Reader’s Digest and its 
international editions was intro- 
duced by A. L. Cole, general busi- 
ness manager. More than 15,000,000 
people in 30 countries, it was 
stated, now buy 19 editions of the 
Reader’s Digest, which is pub- 
lished in 11 languages. 


Rambo and Nelson to KLAC 


William Rambo Jr., formerly ac- 
count executive of Station KMPC, 
Los Angeles, has joined Station 
KLAC, Los Angeles, in the same 
capacity for its AM operation. Ed 
Nelson, formerly account executive 
of KGFJ, Los Angeles, KOWL, 
Santa Monica, and KYA, San Fran- 
cisco, also has been named an ac- 
count executive. 


Appoints Treadwell 


Warren S. Treadwell, director of 
organization relations of the N:- 
tional Association of Music Mer- 
chants, has been appointed an ac- 
count executive of Gardner & 
Jones, Chicago public relations 
counsel, effective June 15. 


R&R Adds York to Statt 


J. Robert York, formerly mani: £- 
ing director of the Newspaper A !- 
vertising Agency, a division of 
Meyer Both Co., has joined  1¢ 
Chicago staff of Ruthrauff & Ry ». 


Throughout the U.S.A., the best-infor 
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and 


EXPORT ADVERTISER 
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9 el 140,000 Guaranteed Circulation! A 40% increase over and above the original 
an ac- guarantee . . . and advertising rates remain unchanged! The new guarantee, effec- 
lations tive from April through December 31, 1949, is proof positive of The Mirror’s sound 
] and substantial growth since its inception 8 months ago! But circulation is not the 
only measuring stick of Mirror progress . . . each month The Mirror gains in retail 
yer A i- and national advertising volume, and in May scored a new high of nearly Three 
ed the Quarters of a Million lines. Take a look at The Mirror now — compare Los An- 
a geles Milline rates! 
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MERROK 


HOS ANGELES, CALIFORNIA 
AMERICA’S FASTEST GROWING NEWSPAPER 


NEWYORK + CHICAGO 
DETROIT + SAN FRANGISCO 


REPRESENTED BY O'MARA & ORMSBEE, INC. 
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Portland Strike Ended 


The strike by Local 36, Amalga- 
mated Lithographers of America, 
which has closed four Portland, 
Ore., lithographing plants for two 
months, ended June 1. Journey- 
men received a $3 weekly raise; 
feeders and apprentices received 
$2 more a week, and the plants 
agreed to an employer-supported 
welfare plan of $2 weekly. An ad- 
ditional $2 weekly increase be- 
comes effective Nov. 15. 


~Man’s faithful 
servant—TRUE 


Anyone with sporting blood—man or 
beast—goes for TRUE! It’s packed with 
scoops, adventure and the good life for 
men. Live-wire men who have strong 
opinions on brands...from plumb- \ 


ing to automobiles. That’s why It 
Pays to Cater to the Men! 
Send for copy of TRUE, Depi. A7, 67 W. 44, N. Y. 


Nancy Sasser 
to Launch New 
Ads in Dailies 


(Continued from Page 1) 
minimum number of insertions 
(13 in the SEP, six in the LHJ) 
have appeared, and only when 
written notice has been received 
90 days before completion of the 
minimum schedule. 


s Here are the rates for advertis- 
ers, with the charges including art, 
production and service: 

The Saturday Evening Post 


Number of insertions Cost 
52 $79,560.00 
26 41,371.20 
13 21,481.20 
Ladies’ Home Journal 
12 19,298.40 
9 15,055.20 
6 10,424.40 


Agency commission and 2% cash 
discount are granted. 

The first pages are tentatively 
scheduled to run in October, which 
means that the Sasser organization 
has only about four weeks to work 
on the first ad. Preliminary re- 
sponse, based on mailings, has been 
heartening, and the Post has al- 
ready prepared counter cards for 
merchandising aids. 


@ The new newspaper column, 
which will probably run Tuesday 
evenings and Wednesday mornings 
in the 83 newspapers now carry- 
ing the Sasser column, was virtu- 
ally dictated because of the num- 
ber of advertisers lined up for fall. 
It will start either in September 
or January. It resembles a similar 
column started and then discon- 
tinued in 1945, called “Housewives’ 
Special.” 

“Buy-Lines” now runs about 6,- 
000 lines a month, and is a con- 
siderably different operation from 
the one started a little less than 
eight years ago by a former society 
editor convinced that “ad-itorial” 


copy would sell. 

Miss Sasser believes that the 
magazine column will give the 
newspaper columns greater im- 
pact locally, will assist the adver- 
tiser’s salesmen in their local calls, 
and will give the column more 
leverage for local selling. 


Three TV Stations Make Debut 


Station KSL-TV, Salt Lake 
City’s second television station, 
with transmitter atop the Union 
Pacific building and agreements 
with CBS, ABC and DuMont net- 
works for kinescope recordings, 
made its debut during the first 
week of June. WK Y-TV, Oklahoma 
City, also made its formal appear- 
ance during the same week, and 
WHAM-TV, Rochester, N. Y., 
Stromberg-Carlson’s third broad- 
cast station, was scheduled to ini- 
tiate its commercial operation 
June 11, as a basic NBC affiliate, 
with transmitter and tower on 
Pinnacle Hill, Brighton. Programs 
will be rebroadcast from WBEN- 
TV, Buffalo, by means of WHAM- 
TV’s micro-wave relay station near 
LeRoy, N. Y. 


CINCINNATI 

READS THE 
CINCINNAT; 
ENQUIRER 


“Well, even if he is a big space buyer, I wouldn’t 
think she’d go that far to please him’’ 


OTHER FACTS—WITHOUT CEREMONY ! 


@ The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 
@ The Cincinnati Enquirer has the lowest milline rate in 
Cincinnati. 
@ The Cincinnati Enquirer carries more advertising linage 
than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc. 


Advertising Age, June 13, 199 


Medical Ass'n 
Plans Small Use 
of Advertising 


ATLANTIC CrtTy—The Americar 
Medi¢al Association’s campaign to 
defeat the federal administration s 
program for compulsory health in- 
surance will be a grass roots af- 
fair aimed at reaching the people 
through individual speakers, pam- 
phlets and personal contacts, with 
a minimum of paid advertising in 
periodicals or on the radio. 

That picture developed at the 
association’s 98th annual session 
here last week. A goodly portion 
of the meeting was devoted to 
speeches portraying the dangers 
of socialized medicine, with wide- 
spread coverage of the subject in 
the daily press. The public rela- 
tions counsel of the AMA is Whit- 
aker-Baxter, Chicago. 

Another picture which appeared, 
and will be seen throughout the 
nation if present plans are carried 
out, was the reproduction of Sir 
Luke Fildes’ painting “The Doc- 
tor,” embellished with the legend, 
“Keep Politics Out of This Picture.” 

The picture was displayed on 
Boardwalk billboards, in  phar- 
macy windows and at business 
establishments wooing the trade 
of the 16,000 medical men who 
assembled here. 


s Dr. Morris Fishbein, editor of the 
Journal of the A.M.A., Hygeia and 
other association publications and 
longtime spokesman for the or- 
ganization, was “gagged” by action 
of the association’s board of trus- 
tees at the meeting. He was ordered 
no longer to speak on socialized 
medicine and other controversial! 
subjects. 

Mr. Whitaker reported to the 
House of Delegates, policy-making 
body of the organization, that 
more than 40,000 of the posters 
have been distributed to doctors 
for display in their offices. His 
goal, he said, is the distribution of 
100,000. 

The House of Delegates showed 
its enthusiasm for the approach by 
endorsing even more widespread 
use of the picture. In a resolution, 
the house suggested that it be used 
as a “free or paid slide’ for tele- 
vision and motion picture theater 
presentation; that cuts and mats 
be made suitable for use “in medi- 
cal and other journals,” that at 
least two posters be sent to each 
pharmacy in the country, and that 
gummed labels be distributed for 
doctors to affix to “statements and 
other mail.” 


@ In a series of addresses to vir- 
ious groups, Mr. Whitaker and his 
associate, Miss Leone Baxter, 
plugged away at the grass roots 
theme. 

“The national education can- 
paign of the American Medical -\s- 
sociation is a grass roots campa! Nn, 
in the best American tradit 0n, 
and the people of this country \ il! 
champion our right to conduct 't,” 
Whitaker told the National C .n- 
ference of County Medical Soc °ty 
Officers. “The most effective me :ns 
of reaching the American pec le 
are the simplest.” 

Miss Baxter reported Wedr ’s- 
day to the Medical Societies | x- 
ecutive Conference that since h¢ 
program began in February ab u' 
25,000,000 pieces of material h ve 
been distributed. 

In addition to posters of “” he 
Doctor,” this output included c: p- 
ies of five different pamph!:ts 
suitable for use in doctors’ offi ‘¢s 
or for mailing. 

A cartoon series has been p & 
pared, “primarily for the use 0! 
publications requesting such Pr 2- 
terial,” Miss Baxter announc 2d. 
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In Philadelphia—third largest U. S. market—more than four out of 
five households count The Bulletin as a member of the family. The 
advertiser in The Bulletin joins these families, too, and he does it 
when they’re at home with leisure to read his message thoroughly. 


There’s no getting around it: the way to go home in this trading 


area of more than four million persons is to call in company with 
The Bulletin. 


In two blocks of Atwood Road, to cite just one example, The Bul- 
letin is read by 50 of 57 families interviewed. That’s the way it is 
in all Philadelphia. The Bulletin foes home, stays home, is read 
by the entire family—evenings and Sundays. 


ADVERTISING OFFICES: Philadelphia, Filbert & Juniper Streets. New York, 285 Madison Avenue. 


National Advertising Representatives : Sawyer-Ferguson-Walker Co., Chicago, Detroit, Atlanta, Los Angeles, San Francisco 


In Philadelphia 


nearly everybody reads 
The Bulletin 


d 4 | | | 
\ SC “fe ZY, | 
Ry Uc fy: | 
¥/ DSS Senna Yd Buy ee 6 
Ha => ef Sivagy _ — 
ete —— 
ae 
- How to go home in Philadelphia ¥, a 
Ng | 
‘ F a 
. E 
° ea: 
es 
° _ 
e sha 
; is bisa i P See fig Mate ee = ELSA OAS SH ERI ee ee a fabs i Ke ‘ ree oa Bs 3 ee aber ae ft ig ‘ee = 


Kupsick Drops 2 Accounts 


J. R. Kupsick Advertising 
Agency, New York, has resigned 
the accounts of Waterproof Con- 
struction Material Corp. and A. C. 
Simonson, Inc., New York. 


Drake Appointed A. M. 


George L. Drake, formerly with 
the Deepfreeze division of Motor 
Products Corp., has been appointed 
advertising manager of Fedders- 
Quigan Corp., Buffalo. 


IF YOU WANT 


SELLING 
COPY 


® use an experienced ®@ 


* MAIL ORDER ° 
ADVERTISING AGENCY 


ARTWIL COMPANY 


22 W. 48 St., New York 19 


Collins Rejoins 
N. Y. Central in 
Concessions Post 


New Yorxk—Mac G. Collins, who 
resigned recently as advertising 
manager and assistant to the traf- 
fic vice-president of the New York 
Central System (AA, May 9), has 
rejoined the railroad in the newly- 
created post of manager of con- 
cessions. 

Mr. Collins will coordinate the 
work of concessionaires—including 
advertising signs, newsstands, bar- 
ber shops, stores, parking lot op- 
erators and others—at several hun- 
dred stations along the Central’s 
11,000 miles of track, in the in- 
terests of the railroad, the con- 
cessionaires and the public. 

As probably the first conces- 
sions manager for a major railroad, 
he will seek to determine what 
the rented space is worth and 
whether the railroad is being com- 
pensated adequately for it. 

Formerly with American Tele- 


phone & Telegraph Co., Caples Co. 
and Foote, Cone & Belding, he has 
been in charge of New York Cen- 
tral’s advertising since 1945. 


Dell Increases Rates 
and Group Guarantee 


Dell Publishing Co., New York, 
will increase the circulation guar- 
antee of the Dell Modern Group by 
100,000 as of September issues. The 
present guarantee is 2,400,000. 
Modern Screen made the circula- 
tion gain, moving up to 1,100,000. 

At the same time a new rate 
schedule will go into effect. Full- 
page rates for the Modern Group 
will be: Black and white—$5,000 
(was $4,800); black and one color 
—$6,240 (was $6,000); four color 
rotogravure—$7,515 (was $7,220), 
and four-color letterpress—$7,650 
(was $7,335). 


KFH Appoints Bashaw 


Thomas P. Bashaw, formerly 
with NBC and WLS in Chicago as 
director, producer, writer and sales 
promotion man, has been named 
program director of KFH and 
KFH-FM, Wichita, Kan. 
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Sales Group Told 
Premiums Can Help 
Hold ‘47 Sales Total 


New YorK—Manufacturers must 
find new markets if they are to 
hold up sales volume anywhere 
near 1947 totals, and premium ad- 
vertising can be used effectively 
for maintaining and stimulating 
sales, E. C. Stevens Jr., sales man- 
ager, promotion department, In- 
ternational Silver Co., told mem- 
bers of the Sales Executives Club 
at a panel luncheon June 7 de- 
voted to the use of premiums for 
stepping up sales. 

The use of premiums is grow- 
ing, Mr. Stevens said, and this 
probably will continue because of 
increasing buyer-resistance to nor- 
mal sales efforts. A large part of 
the growth of premium advertis- 
ing, he said, has been due to the 
ingenuity and progressiveness of 
manufacturers of premium goods, 
and to a growing appreciation of 


HOUSEWARES 

MAJOR APPLIANCES 
RADIOS & PHONOGRAPHS 
TELEVISION 


sk a foolish question... 


and you sometimes get an answer that pulls you up short! For example, . 

the answer to “What do furniture stores sell?” isn’t nearly as obvious as you might think. 
Furniture? Sure... but that’s only part of the answer. The panel below gives you 

the whole story. 


And yet, in the great majority of cases, all of this merchandise is being bought 
by one man in a store...usually the store owner or manager. 


You can’t blame these retailers for rating SALE OF MERCHANDISE 
Retailing Daily indispensable! It’s the only. OTHER THAN FURNITURE 
. : . mT ong Ne IN “FURNITURE” STORES 
business paper in the nation that gives them 
; % TOTAL 
complete news coverage on all the lines they buy. ‘DEPARTMENT =| SALES 
5 Floor coverings 13.3 
Kitchen * 7.1 
ss. Curtains & Draperies 6.4 
THAT'S ANOTHER REASON WHY Elec. Refrigerators, Washers 17.2 
RETAILING DAILY SHOULD BE NO. 1 ON YOUR LIST! Radios 3.4 
Electric Appliances t 2.1 
Stoves, Ranges 7.5 
Cooking Utensils, Misc 9.5 
THE MATIONAL BUSINESS 
DAILY COVERING: TOTAL | 66.5% 
FURNITURE & BEDDING 
UPHOLSTERY FABRICS 
GIFTS & DECORATIVE ACCESSORIES *Includes cabinets, breakfast 
CURTAINS & DRAPERIES & dinette sets. 
FLOOR COVERINGS tincludes vacuum cleaners, 
uate aaa cunt waninonte, L 
Source: 


Home furnishings merchandise analysts 


. > _ Retailing Daily... America’s No. 1 Home Furnishings Business Paper 


A FAIRCHILD PUBLICATION * 7 EAST 12 STREET. NEW YORK 3. WN. ¥. 


Arthur Fertig & Co., 


Advertising Age, June 13, 1949 


the value of premiums on the pat 
of advertising agencies. 

F. W. Luttmann, premium pr: - 
motion manager, General Foo s 
Corp., urged sales executives io 
give more careful consideration to 
planning the use of self-liquidai - 
ing premiums. He enumerate j 
some of the uses of premiums ¢s 
Sampling devices; as sales stimu- 
lants; as a means of offsetting 
competition; to increase individu: 
purchases; to introduce a variety 
of products; to increase advance 
buying; to reduce stock surpluse;;: 
to reach specific markets, and to 
evaluate the effectiveness of par- 
ticular media. 


se John M. Davidson, manager, 
premium department, Colgate- 
Palmolive-Peet Co., pointed out 
that the desire to get something ex- 
tra is inherent in human nature, 
and it is to that desire that pre- 
mium advertising must appeal. 
Premiums should also be looked 
upon as a means of rewarding cus- 
tomers for their continued patron- 
age, he said, and it should also be 
remembered that women often 
spend more time and attention on 
a purchase to take advantage of a 
coupon offer than they do on their 
ordinary buying. 

To be effective, Mr. Davidson 
said, premiums must be exten- 
sively and intensively advertised 
This fact has been abundantly 
demonstrated, he said, by the ex- 
perience of Colgate, which has 
used premiums for 50 years. He 
also directed attention to the May 
issue of Ladies’ Home Journal, 
which, he said, carries advertise- 
ments of 25 companies which offer 
premiums. 


@ Robert F. Degen, account and 
merchandising executive, Ted 
Bates & Co., emphasized the need 
of advertising support for pre- 
mium campaigns. He illustrated 
his talk with charts to show how 
his agency prepares for successful 
premium promotion, the most im- 
portant part of which, he said, is 
to conduct consumer preference 
tests, by mail questionnaires, store 
demonstrations and the use of se- 
lected test towns. 

Howard W. Dunk, premium con- 
sultant, and chairman of the board 
of the New York Premium Club, 
who presided as panel chairman, 
estimated that $1% billion will be 
spent this year at wholesale value 
for premium merchandise to stim- 
ulate sales. 


Agricultural Press Elects 


K. D. Ewart, Country Guide, 
Winnipeg, has been elected presi- 
dent of the Agricultural Press As- 
sociation of Canada. Thomas Mc- 
Goey, Joseph McGoey & Sons, 
Toronto, and P. H. Butler, Mari- 
time Farmer & Co-operative 
Dairyman, St. John, N. B., have 
been named vice-presidents. 


Plastone Retains Fogarty 


Plastone Co., Chicago, manuf c- 
turer of automotive and household 
chemical products, has placed its 
advertising with C. C. Fogarty ©°., 
Chicago. Newspapers will be u:ed 
to promote the company’s au'0- 
motive products. 


The MOST Effecti : 


ADVERTISING, — 
- MERCHANDISING, 
_ and EDITORIAL — 
INFLUENCE — 
in the DAKOTAS 


[AKOTA FARME 


ABERDEEN, SOUTH DAKOTA 


JP. MALONEY, Advertising Manaser 
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| GROCERY ADVERTISING 
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aa As reported by Media Records, the Chicago Daily News was 
io ned FIRST in amount of grocery linage carried for 1948 — topping all 
strate other newspapers in the U.S.A. This record makes the 


a. TH 
= 7 CONSECUTIVE YEAR 


um con- 
1e board 
m Club, 


anne of Daily News leadership. Conclusive evidence of how both re- 


will be 


aie tailers and manufacturers in the grocery field rate the Daily News 
as an advertising medium. The 1948 grocery advertising in this 
Guide, newspaper totaled nearly 3,000,000 lines! 


d presi- 
ress As- 


Javidson 
exten- 
vertised 
indantly 
the ex- 
ich has 


en ie 


nas Mc- 
& Sons, 
r, Mari- 
erative 
B., have 
its. 


ly 

ranufc- 
yusehold 
aced its 
arty ©o., 
be used 
’S aulo- 


—_——— 


CHICAGO DAILY 


For 73 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


Offices in 
NEW YORK * DETROIT . LOS ANGELES . MIAMI 
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32,100 TV Sets in St. Louis 


Union Electric Co. of Missouri 
reports that 32,100 television re- 
ceivers have been installed in 
the St. Louis area as of June 1. 
Of this number 28,700 are resi- 
dential installations, with the re- 
mainder in public places. 


Appoints Walter Agency 

Max Walter Advertising Service, 
Maplewood, N. J., has been named 
to handle the advertising of Popu- 
lar Home Improvement Co., New- 
ark. Newspapers, radio and direct 
mail will be used. 


When you 
need 


Remember 
WM, F. RUPERT 


RECENT | compiier of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
BIRTH for the past fifty years. 


90 Fifth Ave., New York 11 
CH 2-3757 


LISTS 


Cut Costs Now 


or Go Bankrupt, 
ANPA Meet Told 


Cuicaco—Rising costs are a ser- 
ious problem in newspaper pro- 
duction, and will quickly put many 
papers into bankruptcy if even a 
minor recession should take place, 
William F. Lucey, business man- 
ager of the Eagle-Tribune, Law- 
rence, Mass., told the 21st annual 
mechanical conference of the 
American Newspaper Publishers 
Association here last week. 

An important share of the ses- 
sion on industrial relations was 
devoted to ways and means of 
meeting increased costs, cutting out 
nonessential items, increasing pro- 


ductivity through better manage- 
ment, and improving labor rela- 
tions and thus, indirectly, produc- 
tion. 

Tuesday sessions covered ANPA 
research, fire hazards and the ex- 
perience and suggestions of La- 
Salle, Ill, and Springfield, Mo., 
officials whose plants were burned 
out; problems faced in plant ex- 
pansions, engraving and newspa- 
per copy preparation. Wednesday 
sessions covered problems and 
techniques for producing ROP 
color. 

But throughout the three-day 
meeting, the members recalled and 
discussed the warning on rising 
costs presented by Mr. Lucey. He 
cited the 706 dailies which have 
suspended publication since 1929 
as one of the reasons why news- 
paper publishing is considered a 
risky investment. 


s “With a 40% mortality in this 


period,” he said, “the daily news- 
paper business is a hazardous one 
...you cannot take things for 
granted...you must know what 
you are doing and where you are 
heading. 

“This year of 1949,” he contin- 
ued, “already has spelled the end 
of at least eight daily newspapers, 
including the Dayton Herald, an 
evening paper with a circulation 
in excess of 60,000... Mechanical 
labor costs for all the Dayton news- 
papers had advanced 140% from 
1941 to 1948. During the same 
period the newsprint bill tripled.” 

After citing other suspended pa- 
pers, he declared: “It is the same 
old story with practically every 
publication that writes a final ‘30’ 
—costs, costs, costs.” 

He quoted a representative of the 
San Francisco Chronicle as assert- 
ing that if costs this year continued 
to rise as they have for the past 
15 months, the paper would be be- 


Brays Island Plantation, Beaufort County, South Carolina, 
is the type of home that built and upholds the South’s 
famed tradition of gracious living. Here Mr. F. B. Davis, Jr., 


SOUTH’S FARM INCOME UP FIVE PERCENT 


Combined farm cash marketing receipts in the 15 states in which Southern Agriculturist’s 
1,104,737 circulation is concentrated show an increase of 5.1 percent for the first three months 
of 1949 over the same period in 1948. Farm receipts in the 33 states making up the balance 
of the country are down 5.6 percent for the same period. 

Two of every three farms electrified in the United States during 1948 are situated in these 
15 states where the total of farms connected to central power lines on December 31, 1948 
was 1,907,900. 

The rate of increase of farm tractors in these same states for the year ending July i, 1948 
was more than double that in the balance of the country——22.8 percent to 9.4 percent. 


ADVERTISING POWER IN THE SOUTH 


Southern Agriculturist 1,104,737 circulation exceeds that of any other monthly or weekly 
A.B.C. magazine, urban or rural, in the 15 Southern States. 

Each issue of Southern Agriculturist is delivered to more homes in these states than the 
combined subscription and newsstand delivery of any other magazine. In the rural field it has 
led for 36 consecutive months, and topped all urban magazines for 12 consecutive months. 


These "TOP MILLION” sarm families form the 


largest single reading group in the South—first in circulation 
—first in rate advantage—first in consumer value. 


SOUTHERN 
AGRICULIURIS | gat 


Nashville * Atlanta « Los Angeles * New York + Chicago 


maintains large herds of registered Guernseys and Aberdeen- 
Angus. As elsewhere in the South a philosophy of “better 


farming for better living” prevails. 


Advertising Age, June 13, 1949 


low the break-even point in Jul, 
’49. As for the Chicago Daily New ., 
Mr. Lucey cited the annual re- 
port, which showed that 1948 net 
profit was off $600,000 from 194”, 
despite an increase in gross rev- 
enue of $600,000. 


ws And Hearst Consolidated Pub- 
lications, he continued, has re- 
ported that its 1948 net profit was 
about one-half that of 1947, de- 
spite an all-time high in revenue. 

“While newspaper business has 
gone up, profits have gone dow: 
What do you suppose is going t» 
happen when business turns down- 
ward?” 

As a solution, he suggested: 
“There are just two items in pro- 
duction departments that amount 
to much, representing almost the 
entire cost—newsprint and pay- 
roll. If we are to do our part in 
arresting costs we must work on 
payro ” 


@ Robert I. Miller, standardiza- 
tion division of the Curtis Pub- 
lishing Co., presented Commerce 
Department figures showing that 
“when productivity increases, 
wages increase; when productivity 
decreases, wages decrease. There 
is nothing theoretical about this; 
it represents only what actually 
happens.” 

In his speech on ANPA research, 
C. M. Flint, research director for 
the association, noted that activity 
was proceeding along the follow- 
ing lines: Development of a mat 
which requires a minimum of 
packing; patenting a new auto- 
matic router; development of in- 
struments to determine the extent 
to which a given newsprint will 
accept ink; study of the newspaper 
mechanical processes to see to 
which of the processes mechanical 
controls could be applied. 

In addition, the department is 
working on methods for printing 
from original plates, instead of 
stereotypes, with existing press 
equipment, and has established a 
technical service department to 
supply members with a resume of 
all that is going on in the graphic 
arts field. 

In line with cost reductions, var- 
ious speakers in the talks on com- 
posing room problems voiced ob- 
jections to unusual layouts for ads 
which increase composition time. 
Such layouts, especially when re- 
quested by local retailers, appar- 
ently are meeting with steadily in- 
creasing resistance from composing 
room personnel who are striving to 
keep costs down. 


es John Park, production manager 
of the Chicago Tribune, described 
in detail the problems faced by 
that paper in planning and execul- 
ing expansion for the Tribune, iis 
AM and FM radio stations and its 
TV station, while carrying on al! 
operations. Representatives of other 
papers with similar problems ap- 
peared on the platform. 

The problems, desire for, and 
profit possibilities of ROP coor 
came in for a great deal of ds- 
cussion in the final meeting s«s- 
sions on Wednesday. Clarence 2. 
Snethen, production manager of 
the News-Sun, Waukegan, IIL., « e- 
scribed how his publication m:n- 
aged to instill a genuine inters! 
in color printing among all of ‘he 
employes, and thus achieved he 
desired accuracy. 

The three requirements of g: 04 
newspaper color printing, he se:4, 
are: Good plates in perfect he '- 
line register; good tension to h | 
the web to hairline register; < 4 
good color inks, strong in p &- 
ment, so that bright, sharp col: rs 
can be secured without flooding ‘¢ 
plates with ink, causing offset °° 
smears on the other pages. 


Hauptman Names Weinsteir 


Nat Weinstein has been appoin' °4 
radio director of H. W. Hauptm ‘2 
Co., New York. He formerly vy 25 


a free-lance writer. 
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riving to machines. Then use the pages of Business Week to sell them. That's the formula Office Equipment Advertisers * 


used by makers of Office Equipment & Supplies. in Business Week 
manager (10 years or more) 


lescribed 
woo by REASON: Manufacturers know that Business Week reaches today’s most 


i execul- 
bune, its 


eye gn es 


Convert wood, steel, sand and other raw materials into desks, lights, adding 


Addressograph-Multigraph Corp. 
Bell & Howell Co. 
highly concentrated audience of Management-men... executives who make ae — Machine Co. 

ick, A. B. Co. 
s and .- or influence buying decisions. Dictaphone ee 
_ one Ditto, Inc. 
Edison Industries, Thomas A. 
Elliott Addressing Machine Co. 
Felt & Tarrant Mfg. Co. 
Globe-Wernicke Co. 
International Business Machines Corp. 
Marchant Calculating Machine Co. 
Monroe Calculating Machine Co., Inc. 
Remington Rand, Inc. 
Todd Co., Inc., The 
Underwood Corp. 


lems @p- RESULT: Business Week carries more of this advertising than any other general 


for, and business or news magazine. It sells goods, reaches selected pros- 
or 

ity $- pects, at less cost, because— 
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nager of 

, IIL, ce- WHEREVER YOU FIND IT, YOU FIND A 


ion min- 


interest MANAGEMENT-MAN...WELL INFORMED 
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*Source : Publishers’ Information Bureau Analysis 
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Sanson Names Miss Ward 


Eleanor Ward, former director 
of promotion and publicity for 
Prestige, Inc., New York, has been 
appointed director of advertising 
and promotion of Sanson Hosiery 
Mills, New York. 


Geyer Publications Moves 

Geyer Publications, formerly lo- 
cated at 258 5th Ave., New York, 
has moved to larger offices at 
212 5th Ave. 


Santaella to KFC&C 


A. Santaella & Co., Tampa, Fla., 
maker of Optimo cigars, has ap- 


pointed Kastor, Farrell, Chesley 
& Clifford, New York, to handle 
its advertising. 


Conway Joins KCBS 

Walter Conway, formerly an ac- 
count executive of Knollin Adver- 
tising Agency, San Francisco, has 
joined Station KCBS, San Fran- 
cisco, as sales promotion manager. 


a FINE ARTS PRINTING COMP 
814 N. FRANKLIN ST., CHICAGO 10 


ee 


NY 


Advertising Agency 


Ix 

THE PRESENTATION 
When presentations are to be prepared, 
The whole team goes to bat. Research must tell 
Where untried markets are. No pains are spared. 
All labor as though under magic spell. 
Great layouts grow on all the drawing boards; 
New phrases blossom from inspir:ng thought; 
Statistics must be spread around in hoards; 
For sample platters, talent must be sought. 


The fatal day draws near. A haggard crew 
Picks up loose ends. From every throbbing brain 
Come late suggestions as to what to do. 
The night is here. They rush to catch the train. 
These are the words the next day’s end will bring: 
“We’re one of three they’re still considering.” 
Arthur Frederic Otis 


Cuts Norge Prices line of domestic refrigerators. 
Borg-Warner Corp., Detroit, has| Norge also has doubled its pro- 
announced price reductions rang-| duction force to meet stepped up 


Ling from $10 to $40 on the Norge ! schedules. 


Before choosing any printing paper... 
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Look at Levelcoat... 
for brightness 


Eye it. See how the use of specially 
selected clays gives sparkling surface 
brilliance to Levelcoat * printing paper. 
Print with it! Picture type and illus- 
tration in the brightest looking book 
you've ever produced —on a back- 
ground of Levelcoat luster. 


Look at Levelcoat... 
for smoothness 


Let Levelcoat show you how swan- 
smooth a paper surface can be. You'll 
discover a satiny coating flowed on 
with watchmaker precision —a smooth- 
ness which makes beautiful kiss- 
impression printing both easier to 
produce and more certain in effect. 


Look at Levelcoat... 
for printability 


The press itself can prove to you the 
outstanding printability of Levelcoat. 
On your next printing job, test the 
uniformly smooth performance of this 
distinctive paper. You'll be happy 
with the results, pleased that you 
gave your printing the Levelcoat lift. 


*T.M. REG. U.S. PAT. OFF. 
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Iilustrated here is a typical ase of Levelcoat*, not an actual booklet. 


Levelcoat* printing papers are 
made in these grades: Trufect*, 
Multifect*, and Rotofect*. 
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PRINTING PAPERS 
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a CORPORATION, NEENAH, WISCONSIN 
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Agencies That Snub 
Small Accounts Earn 
Gray & Rogers’ Scorn 


PHILADELPHIA—The tendency of 
advertising agencies to select only 
accounts that are large enough to 
promise large commissions im- 
mediately is not only snobbish, it 
is ungrateful and short-sighted. 

Taking a pot shot at so-called 
“selective” types of agencies, in- 
cluding itself, the Gray & Rogers 
agency of this city has traced its 
own awakening on the subject in a 
provocative little booklet describ- 
ing the creation and practices of 
its Special Accounts Division. 

The booklet, entitled “The Spe- 
cial Accounts Division of Gray & 
Rogers,” relates that rapid growth 
of the agency and of its overhead 
apparently forced a policy of se- 
lectivity some years back. Says 
the booklet: 


ws “It is a policy of snobbishness 
induced by mounting overhead and 
the paradoxical discovery that, as 
agencies increase their stature, 
they decrease their economic abil- 
ity to be of service to many adver- 
tisers who need their services 
most. 

“It is a policy of ingratitude for 
the support of the type of adver- 
tiser that helps agencies grow. It 
is a policy of discrimination which 
enables agencies to choose the ad- 
vertisers they want to serve, in- 
stead of enabling advertisers to 
choose the agencies whose services 
they desire. 

“It is a policy of short sighted- 
mess by which agencies admit, 
without blushing, that their pri- 
mary interest is in what the ad- 
vertiser spends today, rather than 
in what good advertising might en- 
courage or compel him to spend 
tomorrow. 

“It is one hell of a policy.” 


ws Copy continues by explaining 
that when Gray & Rogers began its 
own institutional advertising with 
small space in New York and Phil- 
adelphia papers, a multitude of in- 
quiries resulted. However, upon 
going through the inquiries, agency 
officers discovered that only one 
writer out of ten could qualify for 
their agency under their policy of 
selectivity. The other nine were re- 
ferred to smaller agencies in the 
city. 

“Then we woke up! Why, we 
asked ourselves, should we con- 
tinue to advertise and _ sell 
for smaller agencies when, by 
merely looking into our own past, 
we knew that these smaller agen- 
cies had as good a chance to grow 
as we had?” 

Then the agency asked itself 
whether it had forgotten that an 
advertising account tends to grow 
from a small beginning. That was 
the beginning of their Special Ac- 
counts Division. 

The only requirements for an ac- 
count now by Gray & Rogers is 
that it have a good credit rating 
and that the product or service be- 
ing sold must be worth what the 
client charges for it. 


Sterling Elects Hill, 
Thompson Heads Division 


James Hill Jr., president of Ster- 
ling Drug, Inc., New York, since 
1941, has been elected to the add:- 
tional office of chairman of the 
board, succeeding the late Edwari 
S. Rogers. J. Mark Hiebert, M. LD, 
vice-president of Sterling, hes 
been elected a director. } 

James F. Thompson, division:! 
vice-president in charge of produc - 
tion for Hilton Davis Chemical C:. 
division since 1942, has bee) 
elected a vice-president of Sterlin ' 
in charge of the Hilton Davis divi 
sion. 


Strick to Weightman 

Strick Film Co., Hollywood, Ca! 
has appointed Weightman, Inc 
Philadelphia, to handle its adver 
tising. 
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4th Kalamazoo 
Study Forecasts 
Decreased Sales 


Cuicaco—Total sales volume of 
Kalamazoo county, Mich., electri- 
cal dealers this year will fall 
15 to 20% below the “mammoth 
total” attained in 1948, but only 
slightly below the °47 volume, 
when they were “more than satis- 
fied with the then unprecedented 
prosperity,” Electrical Dealer pre- 
dicts on the basis of its latest 
[ca of that market. 


Editors of the publication have 
checked sales, dealer population 
and market conditions in this 
“typical” U. S. county since 1946. 
They report in “Kalamazoo Study 
IV” that dealers expect unit sales 
of many items to fall short of the 
1948 peak, while price reductions 
this year are expected to shrink 
the incoming dollars. 

If dealers’ revenue falls from 
15 to 20%, the average “wired 
home” family in Kalamazoo 
county will spend from $118 to 
$125 in retail appliance outlets, 
it is estimated. The figure was 
$147 last year, $135 in ’47. 


s Most appliance sales held up 
well in the first quarter of 1949 
as compared with unit sales for 
the same period of ’48, “but radio 
set sales lagged behind in a dis- 
appointing manner,” the publica- 
tion said. Sales of radio receivers 
were 40% under those of last year 
and 52% less than in °’47. Total 
unit sales of major appliances for 
the first quarter dropped 13% 
from the previous year and 10% 
under °47. 

Retail appliance outlets in the 
county set an all-time peak last 
year by selling $4,338,000 worth 
of merchandise and services, com- 
pared with $3,800,000 in 1947 and 
$2,500,000 the previous year. While 
they probably won’t hit the °48 
total this year, Electrical Dealer 
points out, it won’t be because 
the majority of families have sat- 
isfied their appliance requirements. 
Despite the high rate of sales in 
47 and ’48, less than a third of 
the “wired home” families own 
any one postwar appliance. 

“The size of future sales appears 
to be a question of how much 
money the public feels it can af- 
ford for consumer durable goods, 
not whether electrical dealers 
have ‘killed the goose that laid 
the golden egg’ by equipping every 
home in the county with brand new 
ranges, refrigerators, washers, 
ironers, dishwashers, etc.,” the 
publication comments. 


« The number of major franchised 
dealers in the county of 116,000 
population has grown from 72 in 
April, 1948, to 80 this year. The 
annual mortality rate continued 
at 10%, but newly-franchised out- 
lets more than replaced those who 
quit. 

Continued growth of the dealer 
population, says Electrical Dealer, 
indicates that mass distribution of 
appliances will continue for at 
least the next several years. “No 
0! server can dodge the realization 
that most appliance distributors 
serving Kalamazoo county are 
relying upon a multitude of out- 
le s instead of a few, well selected 
ad trained organizations to get 
their share of the market.” This 
Diactice, it adds, encourages over- 
tre-eounter sales and discourages 
dalers from reviving the aggres- 
sie prewar outside selling tactics. 


Gets Jewelry Account 

Phil Van Slyck Advertising, San 
F-anciseco, has been appointed to 
hundle the advertising of Louis & 
Co., San Francisco, jewelry man- 


Keystone Names Berner 


Robert C. Berner, formerly vice- 
president and general manager of 
DeJur-Amsco Corp., Long Island 
City, N. Y., has been named gen- 
eral sales manager of Keystone 


Rubens Appoints Rogers 


John L. Rogers, formerly a copy 
group head of Maxon, Inc., De- 
troit, and Dancer-Fitzgerald-Sam- 
ple, New York, has been named 
copy chief of Walter L. Rubens & 


Mfg. Co., Boston, manufacturer of | Co., Chicago. 


movie equipment. 
: Appoints Sutorius 

Winkler Joins Ferrill Charles Sutorius, formerly with 

C. B. Winkler has joined Harve | Patterson & Hall, San Francisco 
Ferrill & Co., Chicago, permanent | advertising art firm, has been 
retail store displays, in a sales| named assistant art director in the 
capacity. He will cover Illinois|San Francisco office of Harring- 
and Wisconsin. ton, Whitney & Hurst. 


_ ELECTROTYPE co. 


oC 


uiacturer. Newspapers and maga- 
tires will be used. 


Sky Planning 
CAB Aims to Abolish 
Many Profitless Routes, 
Push Airline Mergers 


Officials Say They Created 
Too Much Competition in 
Granting Post-War Lanes 


A Miscalculation of Traffic 


By M. M. DIEFENDERFER 
Staff Correspondent of THe Walt STREET JOURNAL 
WASHINGTON — The Civil Aeronautics 
~rd is going to re-divide the pie in the sky. 
“ A.B. officials have come to 
‘“@ post-war map of the 
cluttered. The--' 


“Aviation has telescoped time and distance. Things 
move faster today. That means we have to be better 
informed if we are to take advantage of our oppor- 
tunities. Therefore we need full, fast and reliable 
information on business happenings in planning for 
the future. For several years past I have found The 
Wall Street Journal meets these requirements, and I 


read it every day.” 


Chairman 
of the Board, 
American Airlines, Inc. 
President, American 
Overseas Airlines, Inc. 


“Full, fast and reliable 
information” is what The Wall 
Street Journal delivers every 
business day to 233,123 
businessmen in every part of 
the country. Presidents, vice 
presidents, department heads and 
purchasing agents find the news and 
advertising in The Wall Street 
Journal helps them make their 
business decisions. If these 
people are important to 

you, you should advertise 

to them regularly in 

The Wall Street Journal, 


Published at 

44 Broad St., New York 4 
911 Young St., Dallas 2 

415 Bush St., San Francisco 8 
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» $3 a year in the United States, Canada and Pan 
. Myron Hartenfeld, circulation director. 


The Problem of Private Bureaucracies 


The Hoover Commission has 
done a good and much needed job 
of pointing out the wastes and in- 
efficiencies in the federal govern- 
ment, the problems of overlapping 
and more or less pointless bureaus, 
commissions and agencies, and the 
need for reorganization, consolida- 
tion and greater cohesion. 

Without exception, business men 
seem heartily to favor the Hoover 
recommendations, as they should. 
But it isn’t a bad idea to remember 
that bureaucracy is not exclusively 
a governmental disease. It afflicts 
other phases of American life to 
an almost equally annoying extent. 

Non-governmental groups, in- 
cluding business groups, have also 
fostered and encouraged a host of 
committees, commissions, organi- 
zations and groups which also ap- 
parently go on forever, each pursu- 
ing its chosen segment of activity, 
usually with little if any regard 
either for the realities of the situa- 
tion or for the amount of wasteful 
duplication with some similar 
group. 

The advertising business some- 
times seems to be among the worst 
offenders in this respect. It has 
long since become a practical im- 
possibility to remember the long 
list of organizations, committees, 
joint projeets, councils, federations, 
associations et cetera which are in 
and out of advertising. And the 
end is nowhere in sight. Almost 
daily some new one is projected or 
launched. 

There are, of course, an endless 
number of things which need spe- 
cial attention in the advertising, 
selling and merchandising fields, 
as there are in all fields. Whether 


it makes sense to set up a new or- 
ganization, or to form a new af- 
filiation of existing organizations, 
every time a special situation seems 
to develop that calls for action, is, 
however, a debatable point. If it 
is true that the President of the 
United States can no longer hope to 
cope with the multiplicity of agen- 
cies which is supposed to report 
directly to him, it is also true, to 
some degree, that the heads of the 
ANA and the Four A’s (merely to 
pick a couple of examples) must 
find it increasingly difficult to 
keep abreast of the activities of 
the multiplicity of organizations 
with which they now find them- 
selves officially connected. 

The point at issue is not whether 
each or all of the organizations 
performs useful functions. Let us 
assume, as we well may, that they 
do. The point seems to be that we 
are reaching a time when the de- 
velopment of entirely new organ- 
izations to perform any function— 
however useful—ought to be 
looked at askance by every one in 
advertising. 

It seems likely that greater co- 
hesion, greater clarity of purpose 
and more effective integration of 
effort might be achieved by per- 
mitting existing agencies to han- 
dle the new functions, rather than 
create new agencies for a special- 
ized, and sometimes extremely 
narrow, purpose. 

Certainly, a limitation on the 
number of organizations will help 
minimize the confusion that has 
already grown up as to what each 
group is supposed to do, what con- 
nection it has with other groups in 
the field, etc. 


Editorializing on the Air Waves 


The recent ruling of the Federal 
Communications Commission, per- 
mitting editorializing on the air, 
is of major importance to broad- 
casters, to advertisers and the gen- 
eral public. 

We welcome the ruling, which 
extends freedom of speech to an 
area heretofore considered offi- 
cially to have no opinions on any 
subject. But we see dangers in it, 
too, and we hope that the new and 
very important right of broad- 
casters to voice their own opinions 
will be exercised with considerable 
care and very great restraint. 

The fact that no one can exer- 
cise his constitutional right of free 


speech over the air without a 
license from the federal govern- 
ment, and that the number of such 
licenses is strictly limited by tech- 
nical considerations, means that 
editorializing can never be used 
as freely on the air as it can in 
print without upsetting the concept 
of free speech for all the people. 

And the language of the FCC 
ruling permitting editorializing 
makes it perfectly clear that ir- 
responsible exercise of the right 
will quickly lead to difficulties 
which might easily cause the right 
to be withdrawn or seriously cur- 
tailed, with consequent aggrava- 
tion of previous difficulties. 
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—Electrical Dealer 


“He would have turned up his nose at such a prospect a couple of years ago.” 


And So to 
BVD Corp. reveals that its fall 
line will include these items: 
Pajamas, striped like comic con- 
vict suits, with a red heart-shaped 
pocket. These are called “Cell- 


Matexs,” and are described as a} 


“he-she” combination with excep- 
tional promotional possibilities. 

Another pajama imprinted with 
“Do Not Disturb.” 

Shorts with horseshoes stamped 
on the appropriate location, called 
“kick-in-the-pants” shorts. 

Sports shirts in Kindlebright 
Plaids, Harlequins, Native Tones, 
Batik Prints, Cortez Tones, Stellar 
Tones and Magic Ring Tones. 

Who remembers what BVD used 
to stand for? 


Hmm 

Darned if we ever thought we’d 
see a necktie ad like this, from 
The New Yorker. 


Bottle Babes 

We were reared in the appar- 
ently anachronistic belief that no 
lady drank from the bottle. We’re 
pretty sure this is anachronistic 
because of what Coca-Cola is do- 
ing. 

In Coca-Cola ads, ladies drink 
from bottles. 

No glasses, no paper cups, no 
straws. Just gimme the bottle, Gus. 

Further, the Coca-Cola ladies 
do their bottle nipping in the 
strangest places. As near as we 
can tell from examining the latest 
magazine copy, it shows a group 
of women in a bridal salon, watch- 
ing a model wearing a wedding 
gown. All of the women are clutch- 
ing their Coca-Cola bottles. 

In another sample (a newspa- 
per ad) a woman is shown ac- 
tually swigging from the bottle. 

George Washington Hill was 
widely renowned for changing wo- 


men into smokers by inserting 
them into the ads, having them 
ask their escorts to “blow some 
my way,” and gradually building 
them into a market. 

Maybe Coca-Cola is working to- 
ward a new type of woman, a 
wholesome, straight-from-the-bot- 
tle girl. We’re looking for the ad 
that says, “Why, the old fuddy- 
duddy! Imagine using a straw!” 


Jottings 

“Capsules,” external house organ 
of the American Chemical Society 
publications, has pertinent things 
to say about the advertising man- 
ager’s place in business in its 
April issue... 

You'll like WQXR’s promotion 
piece called “Of Minds, and Music, 
and Profits, too,” largely composed 
of quotations about music. And 
some delightful caricatures... 

International Counseling, New 
York, worked up a new gag for 
Sapolin Paints...a party by mail. 
It had messengers carry around to 
various editors a bottled martini, 
several bags of peanuts, popcorn, 
etc., and two cans of Sapolin’s 
“New Mode” paint... 

And once more National Dis- 
tillers has its Gilbey’s gin primer 
out, with recipes for gin drinks... 

Cohama came up with a slick 
piece for Father’s Day, a necktie 
festooned with tops, with the 
punchline “Tops with Pop”... 

Did you know foot odor is known 
as bromidrosis? Dr. Scholl has a 
remedy for it... 

When the Edwards Agency went 
into business at 1367 S. Figueroa 
St., Los Angeles, it sent out a mail- 
ing to clients and prospects in jig- 
saw form. Assembled, it told of 
the formation of the agency... 

According to press agents, chil- 
dren love Flip-o-Vision, the bubble 
gum which offers rapid action 
pictures which, bound with a rub- 
ber band, are flipped to simulate 
motion pictures... 

Formfit Co. is promoting “A 
Fresh Life Bra Every Day,” which 
seems reasonable enough... 

You probably don’t know that 
M. W. Kellogg Co., Jersey City, 
is conducting special research into 
the fluidynamics of bubble 
towers... 

A Boston man named Ehren- 
fried is merchandising a new ad- 
vertising medium called the Bease- 
ball Percentage Solver... 
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Rough Proofs 


Mrs. Marjorie Child Husted, 
General Mills’ equivalent of Bet‘y 
Crocker, has been named Adver- 
tising Woman of the Year, a W>- 
man of Achievement, and presi- 
dent of the Women’s Advertising 
Club of Minneapolis. 

She also subscribes to the theory 
that from ezrly morn to setting 
sun, woman’s work is never done. 


“What’s in the deep freeze?” C 
Lester Walker asks in Harper's 
Magazine. 

The ABP thought it had dis- 
posed of that question several 
weeks ago. 


Mr. Walker says that most peo- 
ple think “Birds Eye” is a generic 
word, like Kodak. 

It’s ideas like that that keep the 
legal departments of General Foods 
and Eastman Kodak busy. 


Gladys the beautiful receptionist 
says she sees the FM Association 
is against repeating AM programs 
on FM stations, and she supposes 
this is because they’re now making 
so many more phonograph records. 


The FCC says broadcasters may 
editorialize nuw, provided the other 
side has its say. Newspaper men 
predict radio is going to require a 
very large editorial page. 


Freedom Foundations, Inc., will 
give substantial cash prizes for the 
best contributions to a better un- 
derstanding of the American way 
of life. The cash won’t detract a 
bit from both understanding and 
appreciating it. 


The Patent Leather Bureau has 
been formed by the tanners, creat- 
ing nostalgic memories of the days 
when no young man’s wardrobe 
was complete without at least one 
pair of patent leather pumps. 


“What happens in a Keedoozle?” 
asks Young & Rubicam. 

What Rough Proofs would like 
to know is what happens when 4 
Keedoozler loses her key. 


Ted Thackrey said the Daily 
Compass was operating in the 
black two weeks after it started, 
and a lot of other publishers 0! 
new media would like to borrow 
his compass. 


“Advertising demands fresh 
stimulae, Nichols says,” headlines 
ADVERTISING AGE. 

Dale didn’t write the head, 
otherwise it would have read 
“stimuli.” 


“Bait casting found to be mre 
popular than fly casting,” repo'ts 
Outdoorsman. The fly casters pc 0! 
out that there are also more Ca »- 
era fans than oil painters. 


Starch says premium ads attr ic! 
10% more readership, and he ‘ 
not necessarily referring to ds 
appearing in premium positions 


Since most of the players wil! 
be employes of the Minnes 4 
Valley Canning Co., the slogan 3! 
the golf course it has given ‘Ss 
home town may well turn out ° 
be, “Put it in the can.” 
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PICK THE PHILADELPHIA INQUIRER 


AS ONE OF AMERICA’S TOP 
ADVERTISING MEDIUMS... 


and of bowese Heyie made 
THE INQUIRER 


FIRST IN PHILADELPHIA 
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A&P 


1. Chicago Daily News 
2. PHILADELPHIA INQUIRER 


* 
AMERICAN STORES — 
ACME SUPER MARKETS 
1, PHILADELPHIA INQUIRER 


The following shows THE INQUIRER’S position on chain stores schedules in 1948 


among all newspapers in America according to Media Records report #9049-349 


A. S. BECK 


1. Miami Herald 
2. PHILADELPHIA INQUIRER 
* 


FLAGG BROTHERS 


1. New York News 


2. PHILADELPHIA INQUIRER 


TED W. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232 » ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270 « GEORGE S$. DIX, Penobscot Bidg., Detroit, WOodward 1-6005 


West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 « 448 S. Hill St., Los Angeles, Michigan 0578 


1. 
2. 
3. 
4. 


I. MILLER 


Tulsa Tribune & World 
Baltimore Sun 
New York Times 


PHILADELPHIA INQUIRER 


WURLITZER 


Chicago Tribune 


PHILADELPHIA INQUIRER 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL 


LANE BRYANT 


1. New York News 
2. PHILADELPHIA INQUIRER 


CRAWFORD ciotnes 


1. Hempstead Review and Star 


2. PHILADELPHIA INQUIRER 


ADVERTISING LEADERSHIP 


Che Philadelphia Mnguirer 


Exclusive Advertising Representatives: 


IN PHILADELPHIA 


WHELAN 
DRUG STORES 


1. Miami Herald 

2. New York Journal American 
3. New York News 

4. PHILADELPHIA INQUIRER 
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-and 
As any child with a television set can 
t @ tell you—new and important 


sponsors are cropping up every day 


on the CBS Television Network. 


Lincol|n- And for good reasons: 


CBS-TV advertisers have the largest 


average audience of all the networks. 


Mercury CBS.-TV advertisers have 5 of the 10 


largest-audience programs in Television 


—four of them CBS package programs. 


CBS-TV advertisers have scored the 


9 ® ® 
1) lV S | () nN highest sponsor-identification in 


Television. 


That’s why value-conscious advertisers” 


of the of soap and soup and motor oil, 


of appliances and cigarettes, tea and 


9) paper towels...indeed the whole gamut 


: ral of modern business is now on (BS TV 
( e 
ror 


*To date the list of CBS-TV Network Advertisers and programs 
includes: Ballantine, Tournament of Champions; Barbasol, 
Weekly News Review; Electric Auto-Lite, Suspense; 
Ford Dealers, Thru the Crystal Ball; Ford Motor Company, 
Ford Theater; General Foods, The Goldbergs; General Electric, 
Fred Waring Show; Gillette Safety Razor, Kentucky Derby, Preakness 
and Belmont; Gulf Oil, We, the People; Liggett & Myers Tob., 


Godfrey & His Friends; Lineoln-Mercury, Toast of the Town; 
| Thomas Lipton, Inc., 7alent Scouts; Popsicles, Lucky Pup; 
Oldsmobile, CBS News; Philip Morris Co., Ltd., Preview; 


Philips Packing Co., Lucky Pup; Pioneer Scientific Corp., 
Masters of Magic; Seott Towel Co., Dione Lucas; U.S. Rubber, 
Lucky Pup; Westinghouse, Studio One; Whitehall Phar. Co., 
Mary Kay & Johnny; Wine Advisory Board, Dione Lucas. 


Company 
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Most Cosmetic Sales 
Made in 5 States, 
ANPA Survey Finds 


New Yorx—More than half of 
all cosmetic sales in this country 
are made in five of the 48 states, 
New York, California, Illinois, 
Pennsylvania and Michigan, ac- 
cording to a state-by-state sales 
analysis by the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association. 

The survey shows that women 
over 15 in one state spend $18.20 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


</ * Manvtacturing Corporation 
900 Kibby $t., Lima, Ohio, U.S.A. 


“Trademeres fog US Per OF 


per capita per year for cosmetics, 
while in another state they spend 
only $2.88 a year. 

The study is the third in an an- 
nual series prepared by the bureau 
for the information of cosmetics 
advertisers and their agencies and 
is a supplement to the presenta- 
tion, “Cosmetics & Toiletries in the 
Mass Market,” prepared by the 
bureau in 1947. 


Ranburn Appoints Ellis 


The Buffalo office of Ellis Ad- 
vertising Co. has been appointed 
to handle the advertising of Ran- 
burn Co., Tonawanda, N. Y., man- 
ufacturer of cardboard boxes. 
Trade publications will be used. 


Appoints Ray-Hirsch 


Ray-Hirsch Co., New York, has 
been named to handle the adver- 
tising, promotion, merchandising 
and public relations of all the food 
products of Mother’s Food Pro- 
ducts, Inc., Newark, N. J. 


Along the Media Path 


e The morning Star, Muncie, Ind., 
marked its golden anniversary May 
29 with a 108-page edition, replete 
with special sections recalling the 
early days in Muncie and neigh- 
boring communities in eastern In- 
diana, and carrying a reproduction 
of the first issue of the Star. Eugene 
C. Pulliam is president and editor 
of the daily, which was acquired 
in 1944 by Central Newspapers, 
Inc. Willard C. Worcester is pub- 
lisher and Walter A. Letzler gen- 
eral manager. 


e The Pittsburgh Sun-Telegraph 
has reprinted in booklet form a 
series of articles it published, as 
well as two stories from The Amer- 
ican Weekly, in a campaign urging 


Pittsburghers to join the fight for 
repeal of the 20% luxury taxes. 


e In its June issue, Southwest 
Electrical Industry, Dallas, is an- 
nouncing its first national compe- 
tition to help develop improved 
fluorescent lighting fixtures in 
stock designs. Only electrical man- 
ufacturers are eligible for the 15 
prizes, which include advertising 
space in the trade publication as 
well as engraved wall plaques. 


e The Minneapolis Star and Trib- 
une went all out with special 
printed material prepared in con- 
nection with the week-long dedica- 
tion of their new plant (AA, May 
23). The dedication issue itself, 


This plant has special equipment and 
complete facilities for producing 


Catalogs, Publications 
and General Printing 


PRINTING PRODUCTS CORPORATION has system. No 
orders get lost or sidetracked. Each order is assigned to 
an experienced executive who watches and follows the 


Pe, PRINTING PRODU 


Gan Do Jor Them 


order from the beginning to delivery. 


PRINTING PRODUCTS CORPORATION has been in the 
printing business for many years and is responsible finan- 
cially and otherwise. Dun & Bradstreet, Incorporated, 

PRINTING PRODUCTS CORPORATION 

ASSOCIATES over One Million Dollars highest standing. 


rates 


PRINTING PRODUCTS CORPORATION always gives proper 


quality, quick delivery, and right prices. 


We Solicit Your Printing Orders and Will ‘Serve You Well 


LUTHER C. ROGERS 
Board Chairman and 
Management Advisor 
L. C. HOPPE 
ice Chairman 
end Managing Di 
A. R. SCHULZ 
t President and 
Director of Sales 


| 
| escithe 


Should Know What 
CTS CORPORATION 


and 


PRINTERS 


Artists «+ Engravers « Electrotypers 
Telephone WAbash 2-3380 — Local and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 


A large, efficient ond completely 


equipped printing plant. 
(The former Rogers & Hall 


Company pliant) 


Relieve yourself of all 
anxiety and worry. Place 
your printing orders with 
PRINTING PRODUCTS 
CORPORATION. 


Our plant and organiza- 
tion give special services 
and furnish advantages 
too varied to mention in 
this advertisement. 


Crporation 


(THE FORMER ROGERS AND HALL COMPANY) 


H. J. WHITCOMB ! 
Vice President and | 
Assistant Director of ] 

Sales 


L. C. HOPPE 
Secretary 


W. E. FREELAND 
Treasuref 


Advertising Age, June 13, 194° 


printed May 22, included two col- 
oroto sections with 20 pages of 
pictures of the new building, and a 
cartoon “Story of Trees” in the 
comic section. In addition, the 
Cowles’ papers scheduled a spe- 
cial four-page business paper ad; 
printed programs for an airport 
open house and tour booklets for 
an employes’ open house; and pro- 
duced 100,000 copies of “A Trip 
Through Newspaperland,” a four- 
color comic tabloid given away to 
all visitors to the building. 


e The Tribune, South Bend, Ind., 
has decided to continue next fal! 
the “News of High Schools” page 
it launched on an experimental! 
basis. The page, published Sun- 
days, will be discontinued during 
the summer months. High schoo! 
students who served as reporters 
in its production were entertained, 
along with their faculty advisers, 
at a recent dinner. 


e Lumber and building material 
dealers have increased their sales 
3.92 times in the brief span of 
1939-48, more than matching the 
increases shown by new construc- 
tion and by retail business as a 
whole, Building Supply News re- 
ports in a June article, “You’re in 
a $7 Billion Retail Business Now.” 
Its figures show that 30,000 lum- 
ber-material dealers averaged 
$230,000 in sales per establishment 
last year, whereas 25,000 dealers 
averaged $76,000 in 1939. 


@ Operation and direction of The 
Timberman, monthly lumber pub- 
lication which will commemorate 
50 years of service with its forth- 
coming October issue, is still vested 
in the original ownership. George 
M. Cornwall is publisher and edi- 
tor of the Portland, Ore., publi- 
cation. 


e@ What probably was the largest 
group of eastern agency executives 
to visit the Bay area at one time 
was invited by the San Francisco 
Chronicle recently to scrutinize 
northern California’s industrial and 
business expansion. The group in- 
cluded 25 executives from agencies 
in New York, Philadelphia, Detroit 
and Chicago. On the informal 
schedule were meetings with local 
advertising executives, magazine, 
newspaper and radio station repre- 
sentatives, and ad chiefs of the 
city’s leading retail stores. 


e An average of 2.66 persons read 
each copy of the Gazette, Janes- 
ville, Wis., the evening paper re- 
ports in its second readership 
study, covering the issue of Apri! 
21. Northwestern University re- 
searchers discovered that men 
spend an average of 43.95 minutes 
reading the paper, women 47.43 
minutes. There’s stability on the 
subscription list, too: the Gazette 
has been read by men for an aver- 
age of 20.06 years, by women for 
21.63 years. 


Circulation Managers Elect 


Wilby M. Durham, Deseret News, 
Salt Lake City, has been ele - 
ted president of the Pacific Nort! - 
west International Circulation 
Managers Association. He succee:'s 
J. A. Grant, Seattle Times. Oth 
officers are: S. A. Buchanan, He - 
ald, Lethbridge, Alta., and Eldcn 
Clark, Spokesman-Review at d 
Chronicle, Spokane, Wash., vic - 
presidents, and David H. Smit), 
retired circulation manager of t! ¢ 
Oregon Journal, Portland, secr - 
tary-treasurer. 


Appoint Noble Agency 
Tobacco By-Products & Chem - 
cal Corp., Richmond, Va., Blak 
Leaf 40 and other Black Leaf pr: - 
ducts, has placed its advertisil 
with Albert Sidney Noble Adve 
tising, New York. The agency al: 
has been named to handle all t! 
advertising of Virginia-Carolir 
Chemical Corp., Richmond. T!° 
advertising for V-C fertilizers an‘ 
V-C fibers, including Vicara, tre 
new textile fiber, was previous y 


S& oo 1g 


handled by the agency. 
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NOW AGAIN, America becomes truly the 


land of plenty! 
Plenty of needed products on the market. 


Plenty of people with money to buy those 
products. 


(And don’t let anybody tell you otherwise. 
Government figures show that savings are 
higher today than in 1948 . . . bank balances 
are bigger... savings bonds sales are up!) 


Call this a ‘Buyers’ Market’’? 
Not by a shopping bag full! 


Today’s consumers are “‘shoppers”’ and they’re 
looking around for the best quality they can 
find at the best price before they buy. 


They are again using that freedom of choice 
that is truly American—in a truly American 
competitive market. 


So, if you’re an advertiser with a quality 
product at a fair price—if you have a sales 
story that can put your product across to 
people who buy by judgment—you’re set to 
sell the ‘‘shoppers’ market’’! 


And there is no more convincing selling force 
to millions of wide-awake, intelligent shoppers 
than THE AMERICAN MAGAZINE. 


HERE’S WHY: 


1. THE AMERICAN MaGaAzInE is deliberately 
edited to appeal to thinking men and women. 
They are the planners of America—the mil- 
lions of better-able-to-buy families. THE 
AMERICAN MAGAZINE is their magazine as no 
other can be! Your advertising in its pages 
shares this reader trust and belief... gets a 
more thorough, more intelligent reading than 
in any other popular family magazine. 


2. THE AMERICAN MAGAZINE has the time to 
sell your products to men and women who 
take the time to shop around for what they 
want. Each copy is picked up, 
in the home, for an average 
of five different reading sessions 
—for a total of five hours and 
twenty-four minutes. Could any 
advertising in any publication 
ask a better break than that? 


Why not do a little shopping 
around yourself? 


Look over the facts on this 
page about THE AMERICAN 
MAGAZINE’S more than 
2,500,000 big-buying families. 


a 


FACTS... 


* The income of the average American Magazine 
family is more than $100 a month above the 
national average. Which means they have that 
much more buying power! 


* Over 92 per cent of all The American Magazine 
families carry life insurance. And the total 
amount of insurance they carry averages more 
than twice that carried by the nation’s average 
family. People who make better plans for the 
future also make better customers for the present. 


*% 66 per cent of The American Magazine families 
own their own homes. Just keeping up those 
homes means plenty of buying. Add improve- 
ments and you've got a whale of a homemakers’ 
market. Just ask one of our representatives to 
show you our readers’ buying pians! 


* 68 per cent of The American Magazine families 
have checking accounts and 7 out of 10 have 
savings accounts. This day-to-day money plus 
this “special day” money is all buying money 
which good advertising can woo for the purchase 
of worthy products! 


* 


These are just a few of the many reasons why 
any advertiser with a quality product can sell this 


a. product in today's competitive market through 


the pages of The American Magazine. 


merican 


MAGAZINE 


To sell the Shogpers’ Market = 
Zvy American 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N, Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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Loose Comparatives 
in Advertising 
Scored by NBBB 


New YorK—Use of incomplete 
comparisons in advertising are con- 
demned by the National Better 
Business Bureau as exasperating 
and misleading, in a service bul- 
letin just issued to members. 

It particularly condemns such 
terms as “30% bigger,” “wears five 
times longer,” “holds more,” and 
similar phrases, on the grounds 
that such claims offer no basis 
of comparison. 


ADS PULL 


sales promotion job. Write 
for FREE proofs No. 208. 
EVE*CATCHERS, Inc., 10 E. 38 St., N. Y. C. 


“If comparative performance 
claims are used in advertising,” 
it is stated, “they should indicate 
what is being compared; and if 
such claims are based on competi- 
tive goods, the advertiser should 
have impartial test data in hand 
to support such claims.” 


Crippen Joins Gillette 


Huston D. Crippen, formerly 
manager of the Philadelphia 
southern territory for Esquire, has 
been appointed eastern manager 
of Gillette Publishing Co., at New 
York, succeeding J. M. Angell Jr., 
who has beccme business manager 
of Conover-Mast’s new Construc- 
tion Equipment and Materials. 


Hooper Names Chittick 


Walter S. Chittick Co., Philadel- 
phia, has been named to handle 
the advertising of Wm. E. Hooper 
& Sons Co., Philadelphia, manufac- 
turer of Fire Chief canvas, Im- 
perial rope and Hooperwood dryer 
felts. Trade publications will be 
used. 


Goodall, Simmons 
Combine Talents in 
Night-Day Room Ad 


New YorK—Simmons Co. and 
Goodall Fabrics cooperated on an 
eye-catching advertisement in the 
May 28 issue of The Saturday 
Evening Post. 

The spread, a one-time shot with 
color illustrations of two living 
rooms, which combined Simmons’ 
Hide-A-Bed and Goodall’s Sou- 
venir printed satin, was built 
around the theme, “Two great 
names bring you beauty by day, 
comfort by night.” 

To merchandise the ad—the 
companies’ first cooperative ven- 
ture—advance proofs were mailed 
to 7,000 furniture and department 
stores. Retailers also were supplied 
with window and interior displays, 


as well as suggested newspaper. 


layouts to tie in with the SEP 
spread. 

John W. Hubbell, Simmons vice- 
president in charge of merchan- 
dising and advertising, reports that 
response to the promotion has 
been highly favorable. There have 
been discussions on the continu- 
ance of the Simmons-Goodall tie- 
in, but no definite plans have heen 
made. 

Young & Rubicam, Simmons’ 
agency, placed the spread, winning 
a coin toss from Ruthrauff & 
Ryan, which handles Goodall. 


FTC Disclaims 
Spark-O-Lite Ads 

Federal Trade Commission has 
issued an all-out “disclaimer” 


designed to eliminate any un- 
certainty over the ads used for 
Spark-O-Lite, a vitamin product 
handled by Arbee Food Products 
Co., Kansas City. 

Spark-O-Lite is supposed to 
treat constipation, lack of energy 
and other illnesses. FTC says these 
ailments are “due to causes other 
than those which would be reached 
and beneficially affected by the 
product.” 


Redfield Names Rat Agency 

Raf Advertising, New York, has 
been retained to direct the ad- 
vertising of Touch ’N’ Grip finger 
tools, F. E. Redfield Co., Dumont, 
N. J. 


R&R Appoints Schulte 


George J. Schulte Jr., formerly 
assistant manager of the Poultry 
and Egg National Board, has been 
named publicity director of Ruth- 
rauff & Ryan, Chicago. 


The Largest-Selling mass men’s magazine 


*"* LEGION MAGAZINE 


ABC Net Paid Circulation 
( Period ending December 31. 1948) 


Is ‘‘mass magazine” space getting too costly 
for your men’s product budget? 


3,031,838 


by, 


Coy C. Humphrey, president of Munsingwear, Inc., Minneapolis, an 
president of Minnesota Apparel Industries, is the new vice-chairma:, 
of the executive committee of the Underwear Institute. .. Arthur Loui: 
Thexton, who quit his job as v.p. of Clopay Corp., Cincinnati, to prepar: 
for a teacher’s position, will join the faculty of University of Bridgeport, 
Bridgeport, Conn., as associate professor of political science in Sep- 
tember. He was at one time with the old Procter & Collier agency in 


Cincinnati. . . 


win 


MAKE BELIEVE--L. Ray Rhodes, of the San 
Francisco office of Paul Raymer Co., and 
Mrs. Rhodes dressed as monks for the 
centennial costume party given in Sac- 
ramento by the McClatchy newspapers and 
radio stations to mark the 100th an- 
niversary of the arrival in Sacramento of 
James McClatchy, founder of the Bee. 


casting Co. and Life Savers Corp., became a grandfather again on May 
16, when his daughter, Mrs. David Shiverick Smith, had her second 
son. . . Bill Whalen of WCOP, Boston, is doubly proud because he be- 
came the father of twins, Kurt and Karen, on May 19. . . And it’s a 
new daughter, Elizabeth, for John H. White, salesman for KXOK, 


St. Louis. . . 


The New York Times’ publisher, Arthur Hays Sulzberger, has bought 
the Stamford, Conn., home of George Washington Hill Jr. .. . The Uni- 
versity of Wisconsin will confer the honorary degree of Doctor of Laws 
upon Harry J. Grant, chairman of the board of the Journal Co., publisher 
of the Milwaukee Journal, at commencement exercises June 17. . . 

Dana H. Jones, head of Dana Jones Co., Los Angeles agency, was 
elected an alumni trustee of Occidental College not long ago. . . Jack N. 
Pitluk, president of Pitluk Advertising Agency, San Antonio, has worked 
out an internship plan with the University of Texas journalism school, 
giving honor graduates a chance to train with his agency. The internship 
period will vary from 13 to 52 weeks on a paid basis. . . 


HOUSEWARMING GUESTS—The Bogerts, Los Angeles, entertained members of the 
ad fraternity to celebrate the company’s first anniversary and a move to new of- 
fices at 842 Seward St. Among the guests were (left to right) Henry Gerstenkorn, 
sales manager, Mutual-Don Lee; E. V. Bogert; Floyd Maxwell, chairman, Los Ange'es 


Albert C. Bunn really needed 
a rest when he retired from 
Jann & Kelley, New York, on 
June 10. Parties for Mr. Bunn, 
who has been.in the advertising 
business for 56 years and with 
J&K for the past 35, started May 
24 with an agency luncheon at 
which E. J. Cogan of Geyer. 
Newell & Ganger presided. In- 
cidentally, Mr. Cogan pinch hit 
for John Flanagan, media di- 
rector of McCann-Erickson, who 
was rushed to a hospital for an 
emergency appendectomy. Fol- 
lowing in rapid succession were 
a luncheon given by 49 mem- 
bers of publishers’ representa- 
tive companies, headed by Ger- 
ald A. Carew, v.p. of Story, 
Brooks & Finley; an event 
staged by Jann & Kelley, and 
another by the Newspaper Rep- 
resentatives Association of New 
York. .. 

Robert H. Forward, assistant 
program director for KTTV, Los 
Angeles, is now the father of 
two sons, the latest arrival be- 
ing that of William Richardson, 
on May 24 at the St. Johns 
Hospital, Santa Monica. . . Ed- 
ward J. Noble, chairman of the 
boards of both American Broad- 


Newspaper Publishers Association; Dick Russell, ad manager, Los Angeles ‘”- 

dependent; Robert B. Shirey, head of the Los Angeles office of J. Walter Thomp:2" 

Co.; Jack Barron, of The Bogerts; Mrs. Zepha Samoiloff Bogert, principal in ‘he 
company, and Miles Turpin, Sawyer-Ferguson-Walker Co. 


1. More men read each 100 
copies of the American Legion 
Magazine than any other ‘‘mass ¢ 
magazine,’’ says Starch. 


2. The American Legion Maga- 
sine costs only $1.90 per 1,000 
—less than any other mass 
magazine for men. 


LOOK AT 
THESE FACTS 


Helen Martin Gettys of the publicity dept. of Missouri Pacific Lines, 
was AFA convention chairman of the Women’s Advertising Club of 
St. Louis for the 15th time this year. She has attended every AFA 
convention but one since she joined the St. Louis club in 1931. .. 

Lester Hafemeister, ad manager of Weyenberg Shoe Mfg. Co., has 
been elected president of the Milwaukee Civic Alliance. . . KOA’s ge.- 
eral manager, Lloyd Yoder, has been reelected president of the Denver 
chapter of the American Red Cross. . . Jackson Matthews, an account 
executive of Pierce Hedrick & Sherwood, New York public relatio.s 
concern, a lieutenant-colonel in the Air Force Reserve, is on mobiliz::- 
tion assignment with First Air Force headquarters in New Rochelle. 

Launching a project to erect a private club house for the Los Angeles 
Advertising Women, Helen Edwards, club vice-president, hosted at 4 
cocktail and buffet party at her home. Proceeds will promote “the fist 
brick”... 


If these facts intrigue you, 
drop a “collect” wire for 
full details to: 

Mr. Fred Maguire, Adv. Dir. 
American Legion Magazine 

1 Park Avenue 

New York City 
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Among the 3 business magazines carrying the 


largest volume of advertising, 


U.S.NEWS & WORLD REPORT 


delivers the largest concentration of executives in 


BUSINESS...INDUSTRY... FINANCE 


—and at the lowest cost per-page-per-thousand. 


Circulation guarantee 350,000 
Bonus: 25,000 average for the year 1949. 


'S.News & World Report 


ie 


PEOPLE 
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Among the 3 business magazines carrying the 


largest volume of advertising, 


U.S.NEWS & WORLD REPORT 


delivers the largest concentration of executives in 


BUSINESS... INDUSTRY... FINANCE 


—and at the lowest cost per-page-per-thousand. 


Circulation guarantee 350,000 
Bonus: 25,000 average for the year 1949. 
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Consumer Survey 
Finds 63% Think 
Ads Are Valid 


New YorK—A survey of con- 
Sumer preference concerning 
household goods, made recently 
among 1,000 women by L. Bam- 
berger & Co., Newark department 
store, in cooperation with its cus- 
tomer advisory committee, found 
that 63% of the women questioned 
believe that advertised merchan- 
dise generally fulfills its claims. 
The percentage of those who ans- 
wered in the negative on this ques- 
tion was 22%, while 15% either 
did not answer or did not know. 

The survey was conducted by 
14 New Jersey women’s organiza- 
tions represented on the customer 
advisory committee. A question- 
naire was distributed early this 
year to the various groups and, for 
the most part, was filled in during 
club meetings. 

In response to a question as to 
how they were guided in mak- 
ing merchandise selections, re- 
spondents’ answers were: 22% by 
looks and feel; 21% by informa- 
tion from labels; 15% by adver- 
tising in local newspapers; 12% 
by national advertising; 10% by 
information from sales people; 
8% by counter display, and 6% 
each by counter display and radio 
advertising. 


m= Of those who answered the 
questionnaire, 50% lived in towns 
under 25,000 population; 26% in 
towns under 100,000; 18% in cities 
over 100,000, and 6% failed to 
answer. 

The group of merchandise in 
which shopping was found most 
difficult, in the order enumerated, 
were wearing apparel, house furn- 
ishings, electrical equipment. 
Dresses, furniture and electrical 
appliances were the individual 
items particularly listed. 

As to size of family, 51% in- 
dicated three or fewer; 42% four 
or more, and 7% failed to answer 
the question. 

Income groups were: $5,000 to 
$10,000, 37%; under $5,000, 35%; 
over $10,000, 17%; and 17% failed 
to answer. 

With respect to kitchen equip- 


righ 
Stock “photos from Kaufmann , 
Fabry ore like that! .. . Out of our 
500,000 on hand, one will fit your 
needs with psychic accuracy! A 
dollar bill or a company order 
will get you our latest Stock 
Photo Catalog ... of which 


the supply is ltimited. 
oe 


MORE THAN 
500,000 STOCK PHOTOS 
IN OUR FILES 


Kaufmann & Fabry Co. 
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46% 


said they preferred 
wooden handles on pots and pans; 
first importance was given to ma- 
terial, second to durability, third 
to ease of cleaning and fourth to 
price. Concerning pressure cook- 


ment, 


ers, 73% of those who did not 
own any refused to answer why; 
15% said they were not interested; 
4% said they were afraid of the 
equipment, and 6% found prices 
too high. 


s Organizations that cooperated in 
the survey were: American As- 


sociation of University Women; 
Board of Education, Newark; Con- 
sumers League of N. J.; Extension 
Service, College of Agriculture, 
Rutgers University; Garden Club 
of N. J.; Girl Scouts of America; 
Herald-Tribune Club Service Bu- 
reau; International Federation of 
Catholic Alumnae; New Jersey 
College for Women; N. J. Confer- 
ence of National Council of Jew- 
ish Women; N. J. Home Economics 
Association; N. J. League of Wo- 
men Voters; N. J. State Federa- 
tion of Women’s Clubs; The 


a’Kempis of N. J. 

The statistics gathered, the store 
said, will guide future merchandis- 
ing policies. 


Industrial Admen Elect 

Gordon W. Campbell, publishers’ 
representative, has been elected 
president of the Niagara Frontier 
Industrial Advertisers chapter of 
the National Industrial Advertisers 
Association, Buffalo. Other officers 
are: Vice-presidents, Norman 
Hadley, Hadley Displays, and Roy 
S. Runk, Baldwin, Bowers & Stra- 
chan, Inc., and secretary-treas- 
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urer, John R. Owen, advertising 
manager of “Buffalo Business” o 
the Buffalo Chamber of Commerce 


Appoints Woodman 


H. Staunton Woodman, forme: 
eastern advertising manager ©: 
the baby group of Parents’ Insti- 
tute, New York, has been ap.- 
pointed business and advertising 
manager of the group, which in- 
cludes Your New Baby and Bab; 


F.| Care Manual. Allison R. Leininger 


advertising director of the insti. 
tute, continues as advertising di- 
rector of the baby group. 


COVERAGE TROUBLE 


HE PACIFIC 


* 


COAST? 


- He Hey x 
te nS See ee Senet eee Meee ee yee 


Le your Paciric Coast NETWORK isn't Don Lee, you're 


losing some mighty important coverage—for only Don Lee has enough stations to cover the important 


places on the big Pacific Coast. 

Don Lee has 45 stations, one in each of 45 prosperous markets—within 2 stations of the total of all 
other Coast networks combined! You need a great many local network stations to do a thorough job of 
coverage on the Pacific Coast, where markets are surrounded by mountains (many over 14,000 feet high) 
that make long-range broadcasting unreliable. Don Lee broadcasts from within 45 buying markets, 


where people cannot always receive out of town or distant broadcasting. 


Year in, year oy 


ertisers with complete distribution on the Pacific Coast choose the network that 
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Of the 45 Major Pacific Coast Cities 


ONLY 1G 3 7 25 

have stations have Don Lee have Don Lee have Don Lee 
of all 4 and 2 other and 1 other and NO other <n 
networks network stations network station network station 
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Consumer Survey 
Finds 63% Think 
Ads Are Valid 


New YorK—A survey of con- 
Sumer preference concerning 
household goods, made recently 
among 1,000 women by L. Bam- 
berger & Co., Newark department 
store, in cooperation with its cus- 
tomer advisory committee, found 
that 63% of the women questioned 
believe that advertised merchan- 
dise generally fulfills its claims. 
The percentage of those who ans- 
wered in the negative on this ques- 
tion was 22%, while 15% either 
did not answer or did not know. 

The survey was conducted by 
14 New Jersey women’s organiza- 
tions represented on the customer 
advisory committee. A question- 
naire was distributed early this 
year to the various groups and, for 
the most part, was filled in during 
club meetings. 

In response to a question as to 
how they were guided in mak- 
ing merchandise selections, re- 
spondents’ answers were: 22% by 
looks and feel; 21% by informa- 
tion from labels; 15% by adver- 
tising in local newspapers; 12% 
by national advertising; 10% by 
information from sales people; 
8% by counter display, and 6% 
each by counter display and radio 
advertising. 


m= Of those who answered the 
questionnaire, 50% lived in towns 
under 25,000 population; 26% in 
towns under 100,000; 18% in cities 
over 100,000, and 6% failed to 
answer. 

The group of merchandise in 
which shopping was found most 
difficult, in the order enumerated, 
were wearing apparel, house furn- 
ishings, electrical equipment. 
Dresses, furniture and electrical 
appliances were the _ individual 
items particularly listed. 

As to size of family, 51% in- 
dicated three or fewer; 42% four 
or more, and 7% failed to answer 
the question. 

Income groups were: $5,000 to 
$10,000, 37%; under $5,000, 35%; 
over $10,000, 17%; and 17% failed 
to answer. 

With respect to kitchen equip- 


Psy “f . ; 
Stock “photos from Kaufmann ‘& h 
Fabry ore like that! . . . Out of our 
500,000 on hand, one will fit your 
needs with psychic accuracy! A 
dollar bill or a company order 
will get you our latest Stock 
Photo Catalog ... of which 


the supply is limited. 
es 


MORE THAN 
500,000 STOCK PHOTOS 
IN OUR FILES 


Kaufmann & Fabry Co. 
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ment, 46% said they preferred 
wooden handles on pots and pans; 
first importance was given to ma- 
terial, second to durability, third 
to ease of cleaning and fourth to 
price. Concerning pressure cook- 
ers, 73% of those who did not 
own any refused to answer why; 
15% said they were not interested; 
4% said they were afraid of the 
equipment, and 6% found prices 
too high. 


s Organizations that cooperated in 
the survey were: American As- 


sociation of University Women; 
Board of Education, Newark; Con- 
sumers League of N. J.; Extension 
Service, College of Agriculture, 
Rutgers University; Garden Club 
of N. J.; Girl Scouts of America; 
Herald-Tribune Club Service Bu- 
reau; International Federation of 
Catholic Alumnae; New Jersey 
College for Women; N. J. Confer- 
ence of National Council of Jew- 
ish Women; N. J. Home Economics 
Association; N. J. League of Wo- 
men Voters; N. J. State Federa- 
tion of Women’s Clubs; The 


a’Kempis of N. J. 

The statistics gathered, the store 
said, will guide future merchandis- 
ing policies. 


Industrial Admen Elect 

Gordon W. Campbell, publishers’ 
representative, has been elected 
president of the Niagara Frontier 
Industrial Advertisers chapter of 
the National Industrial Advertisers 
Association, Buffalo. Other officers 
are: Vice-presidents, Norman 
Hadley, Hadley Displays, and Roy 
S. Runk, Baldwin, Bowers & Stra- 
chan, Inc., and secretary-treas- 
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urer, John R. Owen, advertising 
manager of “Buffalo Business” of 
the Buffalo Chamber of Commerce. 


Appoints Woodman 


H. Staunton Woodman, former 
eastern advertising manager of 
the baby group of Parents’ Insti- 
tute, New York, has been ap- 
pointed business and advertising 
manager of the group, which in- 
cludes Your New Baby and Baby 


F.| Care Manual. Allison R. Leininger, 


advertising director of the insti- 
tute, continues as advertising di- 
rector of the baby group. 


HE PACIFIC COAST? 


pepe) ort engage os) cas anes) 


lr your Paciric Coast NETWORK isn't Don Lee, you're 


losing some mighty important coverage—for only Don Lee has enough stations to cover the important 


places on the big Pacific Coast. 

Don Lee has 45 stations, one in each of 45 prosperous markets—within 2 stations of the total of all 
other Coast networks combined! You need a great many local network stations to do a thorough job of 
coverage on the Pacific Coast, where markets are surrounded by mountains (many over 14,000 feet high ) 
that make long-range broadcasting unreliable. Don Lee broadcasts from within 45 buying markets, 


where people cannot always receive out of town or distant broadcasting. 


Year in, year oy 


ertisers with complete distribution on the Pacific Coast choose the network that 
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MUA 


Of the 45 Major Pacific Coast Cities 


ONLY 1G 3 

have stations have Don Lee 
of all 4 and 2 other 
networks network stations 


A 


network station 


Le: 


7 25 
have Don Lee have Don Lee 
and 1 other and NO other € 


network station 
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Babbitt to Market 


Detergent, ‘Swerl’ 


New YorK—B. T. Babbitt, Inc., 
has completed arrangements with 
the National Aniline Division of 
the Allied Chemical & Dye Corp. 
to market the latter’s Swerl de- 
tergent. 

The Babbitt organization, which 
distributes Bab-O, Lycons, and 
Glim, is preparing an advertising 
and promotion campaign for Swerl 
which will be announced within 


the next few weeks, according to 
L. J. Gumpert, vice-president in 
charge of sales at the company’s 
New York office. 


Committee Named to Promote 
Hollywood as TV Center 


The Los Angeles Chamber of 
Commerce has announced the for- 
mation of a seven-man executive 
board to develop a policy for mak- 
ing Los Angeles and Hollywood 
the center of the television in- 
dustry. 

Members of the committee are: 


H. L. Hoffman, president of Hoff- 
man Radio Corp.; Hal Roach Jr., 
president of Television Film Pro- 
ducers Association; Harry W. Witt, 
general manager of KTTV; C. 
Burt Oliver, general manager of 
Foote, Cone & Belding, Hollywood; 
Edward F. Baumer, director of in- 
formation of Prudential Insurance 
Co. of America; William J. Quinn, 
managing director of Southern 
California Radio and Electrical Ap- 
pliance Association, and Harry R. 
Lubcke, director of television of 
KISL and president of the Acad- 
emy of Television Arts and Sci- 
ences. 


G-E Distributor 
Offers New Models 
for Oldest Icebox 


New YorK—The day after Gen- 
eral Electric Appliances, Inc. ran 
ads in New York newspapers of- 
fering to swap eight new G-E re- 
frigerators for the eight oldest 
ones in the area, they heard from 
540 people who apparently thought 
their refrigerators were relics of 
some sort. 


gives them complete market penetration to match. 
Don’t leave any places uncovered in any of the 45 important markets. Buy Don Lee for the only 


thorough coverage (from within each market) of the whole, big, 1,352 mile long Pacific Coast. 


Don Lee Stations on Parade: KVCV—REDDING, CALIFORNIA 


Located at the northern end of the fabulous Sacramento Valley, KVCV (1,000 watts at 600 kc.) is the only station 
that gives satisfactory reception for miles around Redding. January 1949 Conlan Survey shows KVCV with 74.7% 
of the listening homes (morning, afternoon and evening average )—640% more listeners than the next highest sta- 
tion. In 26 Pacific Coast markets Don Lee has the only network station and offers a total of 45 strategically located 
stations to sell your products or services wherever they are available in the vast Pacific Coast market. 


The Nation’ Greatest Regional Network 


pale, Re : 


ae.) ee 
fe mae 
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The campaign is still on with 
this distributor, covering greater 
New York, Westchester, Nassau 
and Suffolk counties, running ads 
in the New York Journal-Amer- 
ican, News, Sun, Times and World- 
Telegram. An entrant must reg- 
ister the serial number of his re- 
frigerator and estimate its age. 

Young & Rubicam is the distribu- 
tor’s agency. 


Issues Fireplace Book 


Majestic Co., Huntington, Ind., 
has published a 52-page book en- 
titled “How to Enjoy an Outdoor 
Cook-Nook.” The book contains 
drawings of 11 fireplace designs, 
instructions for ,building outdoor 
fireplaces, and a group of menu 
and recipe suggestions for outdoor 
meals. Two and one-half inch ads 
in American Home, Better Homes , 
& Gardens, Flower Grower, House 
Beautiful, Popular Science Month- 
ly, etc., will promote the book. 
Copies may be obtained from local 
building materials and hardware 
= or from Majestic at 25¢ 
each. 


At Nordic Hills ; 


) Country Club, starting / 
é 
at 8:00 a.m. sharp! ) 
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LIFE INSURANCE 


ee this with the U. S. family average, estimated by the Institute 
of Life Insurance as $4,600. What is the reason behind this exceptionally 


high average for Newsweek families? Here are the facts. 


73¢ out of every dollar spent for life insurance comes 
from only 2/5 of all U. S. Families.* This 2/5 represents 


America’s highest income families. 


of Newsweek’s 800,000 families is concentrated in this group— 


the group that accounts for 73% of all life insurance written. 


NEWSWEEK offers more top-income families per advertising dollar—at the 


lowest cost per thousand—than any other weekly or general monthly magazine. 


47.3% of Newsweek’s readers in business and industry have a direct voice in 


company buying, including plant and personnel insurance coverage. 


NEWSWEEK provides an important editorial service that attracts maximum 


reader-attention ...an asset all advertisers desire in any readership. 


The lesson is clear. To place your magazine advertising dollar where it will pull 


the most weight in today’s buyer’s market... NEWSWEEK’s THE BUY! 


* Bureau of Labor Statistics and 1948 Survey of Consumer Finances Part II— 
The Distribution of Consumer Income in 1947. 
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June 12-15. National Industrial 
Advertisers Association, 27th an- 
nual conference, Hotel Statler, 
Buffalo, N. Y. 

June 20-21. Public Utilities Ad- 
vertising Association, annual con- 
vention, Hotel Netherland Plaza, 
Cincinnati. 

June 23. National Association of 
Magazine Publishers, spring meet- 
ing, Westchester Country Club, 
Rye, N. Y. 

June 26-29. Newspaper Adver- 
tising Executives Association, sum- 
mer meeting, Hotel Roosevelt, New 
Orleans. 

June 26-30. Advertising Asso- 
ciation of the West, 46th annual 
convention, Hotel Vancouver, Van- 
couver, B. C. 

. Sept. 11-15. Advertising Spec- 
ialty National Association, 46th 
annual convention and trade show, 


FIRST: The Tacoma-Seattle retail trad- 
ing zones—the “Puget Sound Circle” 
—account for 55% of Washington 

: State’s total business volume. You 
must have fu// impact in this market 
—and you get that impact on/y when 
Tacoma, too, is effectively covered. 


SECOND: Effective Tacoma cover- 


age can’t be had with outside news- 
papers. Facts prove: in Tacoma, the 
News-Tribune a/one can do the job. 


WRITE FOR LATEST 

CIRCULATION AND 

COVERAGE FIGURES 
— OR SEE 


Sawyer, Ferguson, Walker Co. 


Represented Nationally by 

The Sawyer, Ferguson, Walker Co. 
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Palmer House, Chicago. 

Sept. 12-13. National Association 
of Magazine Publishers, 30th an- 
nual meeting, Essex and Sussex, 
Spring Lake Beach, N. J. 

Sept. 17-20. Mail Advertising 
Service Association International 
convention, Congress Hotel, Chi- 
cago. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congress Hotel, Chicago. 

Oct. 10-11. Boston Conference 
on Distribution, Hotel Statler, Bos- 


ton. 

Oct. 17-18. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 

Oct. 18-19. Agricultural Publish- 
ers Association, annual meeting, 
Chicago Athletic Association, Chi- 
cago. 

Oct. 19-22. Financial Public 
Relations Association, 34th annual 
convention, Edgewater Beach Ho- 


tel, Chicago. 
Oct. 20-21. Audit Bureau of 
Circulations, annual meeting, 


Drake Hotel, Chicago. 

Nov. 13-17. Printing Industry of 
America, 63rd annual convention, 
Biltmore Hotel, Los Angeles. 


Scully Names Factor Agency 


Scully Bros., Inc., manufacturer 
of suede wearing apparel for men 
and women, has named Ted H. 
Factor Agency, Los Angeles, to 
direct a campaign in national mag- 
zines. Opening insertions will 
feature sportswear in Holiday, 
Town & Country and Vogue. 
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McCann Transfers Brady 

Francis X. Brady, an accoun: 
research executive in the centra! 
research department of McCann- 
Erickson in New York, has been 
named research director of the 
Chicago office. 


Dolan Opens London PR Firm 

L. Patrick Dolan, former vice- 
president and London manager of 
Foote, Cone & Belding Interna- 
tional, has reportedly opened hi: 
own public relations firm in Lon- 
don. 
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Squirt Co.'s Own 
Currency Pays Off 


BEVERLY HILLs, CaAL.—Just where 
does Edward H. Mehren of the 
Squirt Co. stand on the currency 
question, anyhow? 

Mr. Mehren has led a movement 
in recent months to have the U. S. 
government mint 2% and 7%¢ 
coins. 

The company has also been 
working out another currency so- 


lution, however, strictly for itself. 
It has been testing a new radio 
show, “Bids from the Kids,” in 
which the highlight is an auction 
for prizes with Squirt bottle tops 
being the sole currency recognized. 

A half-hour, once-a-week show 
copyrighted by Ralph J. Rowe Pro- 
ductions, Hollywood, “Bids from 
the Kids” has succeeded, it is said, 
in increasing sales in recent months 
even over sales of the 1948 peak 
summer months. It is now being 
used, and produced locally, in 


Sioux Falls, S. D.; Canton, O.; 
Haverhill, Mass.; Cherokee, Ia.; 
Red Wing, Minn.; Eau Claire, Wis., 
Detroit and Chicago. 

Attendance by youngsters at the 
broadcasts is promoted by dealer 
newspaper copy and through deal- 
er distribution of tickets. 


Bandoli Resigns Tracy Post 

M. S. Bandoli has resigned as 
vice-president in charge of sales 
of Tracy Mfg. Co., Pittsburgh, 
effective June 30. 


To Fuller & Smith & Ross 

Georgia-Pacific Plywood & Lum- 
ber Co., Augusta, Ga., has named 
Fuller & Smith & Ross, New York, 
to handle its account. Nachman- 
Rhodes, Augusta, formerly was the 
agency. 


Gets Hosiery Account 
Aitkin-Kynett Co., Philadelphia, 
has been appointed to handle the 


advertising of Spurgeon Hosiery | 


Corp., Philadelphia, manufacturer 
of Dupliquette marginal frame heel 
for nylon stockings. 


Stability comes of many years.. 


OHIO 47 wealth 
has been growing / 


Yes, Ohio is one of the oldest farm states— 


— 


/ you an idea, THE OHIO FARMER goes back 


tanks first in the country in electrified farms! 


This steady growth has given Ohio a sta- 


bility rarely found in other “upper third” farm 


States. Rare also is the wide range of Ohio’s 


yet one of the newest, too! How old? To give 


more than a century! How new? Ohio today 


larger variety of products. 


Ave., Cleveland 14, Ohio. 


PENNSYLVANIA FARMER, Harrisburg *« MICHIGAN FARMER, East Lansing aié ae 


THE OHIO FARMER, Cleveland 


a money crop all year ’round. 


Golden Crescent Stability 
your best profit hedge in the farm market 


No farm area of equal size and wealth can match the stability of The 
Golden Crescent. It has greater age... more market centers...a 
Served by THE OHIO FARMER, 
MICHIGAN FARMER and PENNSYLVANIA FARMER, The ; 
Golden Crescent safeguards your profits through the ups and downs 
of the farm market. For further information write C1013 Rockwell 


farm products—beef, eggs, milk, fruit, grain— 


Many years, many products—yes, many mar- 
kets, too! Ohio has so many buying centers 
that its farmers spend little to market their 
products, save much to buy yours. Particularly 
if your products are in THE OHIO FARMER 


—it reaches two out of three Ohio farm families. 


ma COMMON 
Bey SENSE 


PLAIN 
WORDS 


Our Most Effective 
Tools for Producing 


ADVERTISING 


That Sells! 


Styles, habits, modes of living have 
changed greatly . . . but most Ameri- 
cans are still fundamentalists who 
base their actions on common sense 
and talk in plain words. 


Advertising should be on a similar 
plane. Jittery jingles and modern 
illustrations sometimes get momen- 
tary attention, but advertisements 
that really impress readers are usually 
simple in both layout and language. 


That’s why we consider common 
sense and plain words our most effec- 
tive tools for producing advertising 
that sells. That’s why we always make 
cross-section surveys of markets and 
their people before preparing cam- 
paigns for new clients. These surveys 
give continuous proof that the neigh- 
borly approach is best. 


It’s easy for us to produce such adver- 
tising because nearly everyone here 
is a typical American. We talk his 
language . . . naturally. And our town 
is well populated with top-notch 
artists, photographers, engravers, 
printers . . . all graphic arts suppliers 
required. Result: No need to depend 
upon metropolitan sources for a thing. 
Our clients benefit! 


If you’d like to see how we apply 
common sense and plain words to 
advertising, write today. 


r 


GRUBB & PETERSEN 
ADVERTISING 


\ CHAMPAIGN * ILLINOIS 
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Simplicity Elects Shapiro 


James J. Shapiro, former execu- 
tive vice-president, Simplicity Pat- 
tern Co., New York, has been 
elected president of the company, 
succeeding his father, Joseph M. 
Shapiro, founder and retiring pres- 
ident, who has become chairman 
of the board. Henry A. Herzig, 
plant director, has been named 
vice-president and Herbert A. 
Benington, sales director, has been 
reelected vice-president. 


CHLO Appoints Miller 

George N. Miller, manager of the 
London office, has been named 
commercial manager of Station 
CHLO, St. Thomas, Ont. He suc- 
ceeds R. K. Campbell. 


in HOUSTON 
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Newspapers Invited 
by G-E to Open Shop 


in New Atomic Town 


New YorkK—Newspaper pub- 
lishers are being invited by Gen- 
eral Electric Co. to establish local 
newspapers in the new town of 
Richland, Wash., adjacent to the 
new atomic project known as the 
Hanford Works. G-E is prime con- 
tractor for the Atomic Energy 
Commission in operating both the 
Hanford Works and the town of 
Richland. 

Newspaper publishers are in- 
vited to construct and equip their 
own plants, in conformity with 
certain rules and regulations gov- 
erning bids. The sealed bids will 
be opened July 12, and any bidders 
who meet the terms of the invi- 
tation, it is said, may operate a 
newspaper or newspapers in Rich- 
land. ’ 

Publishers who desire to estab- 


lish circulation, news gathering 
and advertising offices in Rich- 
land may also submit proposals to 
construct their own office build- 
ings, or they may rent space from 
investment builders when it is 
available. 


Welch Maps Summer Drive 


Welch Grape Juice Co., West- 
field, N. Y., will use full-color ads 
in The American Weekly, New 
York Sunday News comic section, 
Puck—the Comic Weekly and 
This Week Magazine in a summer 
campaign. Also, 126 newspapers in 
78 major markets will carry Welch 
copy. Lennen & Mitchell, New 
York, is the agency. 


Warren Joins Station WFIL 


Jerome M. Warren, formerly as- 
sistant to the sales promotion and 
advertising manager of Leeds Ltd., 
New York, has joined the sales 
staff of Station WFIL, Philadel- 
phia, where he will handle sales, 
sales service and business develop- 
ment. 


WASHINGTON—Department store 
sales for the week ended May 28 
dropped 8% below the sales level 
for the same week last year. 

The index figure for the week 
was 274 (1935-39 equals 100), 
whereas the index figure last year 
was 297. Even though the °49 vol- 
ume is 8% below that of last year, 
the 274 this year compares favor- 
ably with 250 for the same week 
in 1947, and 223 for the same week 
in 1946. 

The Federal Reserve districts 
along the Eastern Seaboard and the 
eastern Middle West made better 
than average showings among the 
districts. None of the 12 Federal 
Reserve districts showed a gain, 
but Boston and Atlanta areas lost 
only 2%, and the Richmond area 


HOOPER—DOOPER 


IN PAST THREE years, American Broadcasting Company 


has run 28 page ads in Life and The Post. Purpose 
of the campaign (ABC is the only network running 
such a series) is to help build bigger audiences 
for sponsors. Has it paid off? Figures show that 
since national advertising began, average night— 


time Hooperating has increased 58%. 


Ads have con- 


Sistently been among ten best-—read in magazines. 


MUSICAL SELL 


UNIQUE COMMERCIALS on General Electric Company's 
"The Fred Waring Show" (Thursdays, NBC) are actu- 
ally miniature musical productions. Featuring 
light bulbs, appliances, radio and TV sets, words 
and music are specially written. Talents of the 
whole orchestra, the Glee club and soloists may 
be used, plus Fred Waring himself. Show is now in 
2lst month on the air for General Electric, 


NEW YORK 
CHICAGO * MINNEAPOLIS * 


* BOSTON * BUFFALO * 
SAN FRANCISCO * 


BATTEN, BARTON, DURSTINE & OSBORN, Ine. 
Advertising 


CLEVELAND * DETROIT 
* LOS ANGELES 


PITTSBURGH * 
HOLLYWOOD 


KEEPING ALWAYS in the public eye is the problem of 
Murine—solved, through BBDO Chicago, with car 
cards, spot radio, and small space advertisements 
in magazines and newspapers. Murine, an "infrequent 
purchase" item, depends for sales success on being 
remembered whenever people need relief for tired 
eyes. Planned, pre-tested advertising has helped 
Murine outsell all other eye preparations combined. 


WHEN YOU KNOW 


"IT'S SO MUCH Easier When You Know" is the latest 


Pp ay 


publication on a difficult subject. It was pre- 
pared for the Meds Division of Personal Products 
Corporation and written with simplicity, candor, 
and a fine understanding of feminine psychology. 
The booklet has attracted a record response and 
appreciative comment from mothers, teachers, 
nurses, physical education directors and others. 


Federal Reserve Figures on Department Store Sales 


ea 


was down 3%. 

Only four cities in the entire 
U.S. showed gains in sales over 
the preceding year. These were 
New Orleans, up 8%; Washington, 
up 3%; Buffalo, up 2%, and Bos- 
ton, up 1%. 

Losses in the central Midwest, 
and southwestern and West Coast 


DEPARTMENT SfORE 


Bie th niin ed Set 
1935-39 EQUALS 100 


Week to May 28, ’49*.p274 
Week to May 21, ’49*..280 
Week to May 14, ’49*..286 
Week to May 29, ’48*..297 
Week to May 22, ’48*..295 
Week to May 15, ’48*..293 


pPreliminary. 
*Not adjusted seasonally. 


states were greatest on the latest 
tally. The Kansas City area re- 
corded the greatest district de- 
cline (off 13%). 
Fort Worth, which was hit hard 
by the recent Texas floods, dropped 
31% below the dollar sales vol- 
ume for the same period last year. 
St. Joseph was next, down 23%. 
% Change from 

Mos. o. 

Federal Reserve 
District and City 
UNITED STATES 
Boston District 
New Haven 


I 
Springfield .. 


Providence 
New York District . 


Rochester ...... 
SINNED” dininsntcinennionsense 
Philadelphia District .... 
Philadelphia .................. 
Cleveland District 
Akron 


Cincinnati 
Cleveland . 
Columbus 
Toledo 
Pittsburgh ....... 
Richmond Distric 
Washington 
Baltimore 
Atlanta District 
Birmingham 
Miami 


Nashville 
Chicago District 
Chicago 
Indianapolis 
Detroit 
Milwaukee 
St. Louis District 
Little Rock 
Louisville 


BEET ctisnsncaverseveserecese 
Minneapolis District .... 
Minneapolis 
} 
Duluth-Superior 
Kansas City District .... 
Denver am 
Wichita 
Kansas City 
St. Joseph 
Oklahoma City .......... 


Dallas 
Fort Worth 
Houston 


Los Angeles Area .... 
Oakland 
San Francisco 
Portland 
Salt Lake City .......... 
Seattle 


*Data not available. 


L. A. Adclub Elects Russell 


Dick Russell, national adver- 
tising director of the Los Angele 
Independent, has been electe: 
president of the Advertising Clu > 
of Los Angeles. Other officers are 
Haan Jj. Tyler, manager of KF!- 
TV, lst vice-president; Charles W 
Horn, classified advertising mana - 
ger of the Los Angeles Examine’, 
2nd vice-president, and Ed Doug- 
las Jr., president of the Telegrap ‘ 
Delivery Service, secretary-treas - 
urer. 


Joins ‘Hartford Times’ 


Jack Perlmutter, formerly ad 
vertising manager, East Hartfor: 
Gazette, weekly newspaper, ha 
joined the advertising departmen 
of the Hartford Times, a Ganne't 


newspaper. 
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MASON CITY, |OWA—"We are not on 
a farm now, but we are looking for 
one. We own our farm machinery and 
have some livestock so the only thing 
left is the farm. Fred was born and 
raised on one, so your magazine is of 
special interest to him even though he 
can’t carry out all the ideas in it yet.” 

Mrs. F. S. 


Leadership does have its penalties. One of ours is size. We are 
so big, people keep asking us where in the world all our subscribers 
live. And, when they find that some don’t live on farms, they begin 
to worry. : 

When a magazine is written only for people interested in farm- 
ing and gets advertising response the way Farm Journal does, you’d 
think everybody would be happy. But, we are always glad to take the 
few unhappy ones back to meet our Mr. Wilson. 


we've told you, Mr. Wilson is the circulation man with the 
iron-hand in the tattered velvet glove. He spends all his time winnow- 
ing our 3000 daily subscription orders for people who may have 
sneaked into the wrong pew. Kindly, but firmly, he ushers them out. 
Sometimes, as you'll see on this page, they put up quite an argument. 
Here’s a random sample of replies from subscribers who succeeded 
in talking their way through Wilson’s guard. (10% never make it) 


Owns or operates a farm 24% 
Will own farm soon 25% 
Does business with farmers 18% 
Raised on farm 16% 
Family owns or operates farm 7% 
Agricultural College 6% 
Just likes it 4% 


Judging by letters like these, even the dreamers who get by Mr. 
Wilson turn out to be pretty ambitious, practical folks. The kind 
we’d want to know if we were in the farm equipment business for 
tomorrow as well as for today. Strangely enough, it’s never the farm 
equipment advertisers who worry, anyway. They know — that Farm 
Journal makes more selling calls than the only other national farm 
book by 375,000 — reaches more farm families, by far, in paydirt sec- 
tions than any other magazine — 350,000 to 600,000 more than the 
two leading sectionals in their own territories. They know — as 
one chick hatchery owner wrote us recently, ‘Farm Journal sure 


pulls like hell.” 
Obviously, they love us for what we’ve got for them. We think 


it’s what you want, too — the largest, most responsive rural family 
audience in the world. 


More than 2,700,000 good families like to read ads in 


Fann Jownal 


GREATEST SELLING FORCE IN MOST OF AMERICA 


MONESSON, PENNSYLVANIA—"I 
raise poultry and go to the shows at 
Pittsburgh, etc. And | am closing a 
deal now for 21 acres, so send Farm 
Journal. I think itis swell and—guess 
what!—when I am through with it | 
take it to the steel mill for my buddies 
to enjoy, even though they live in 
apartments.” A. C. Williams 


RY. TA 
————_ 


UNION CITY, INDIANA—"'l always did 
live on a farm ‘til | went in service. 
Have been in the elevator since | re- 
turned but am saving every cent to 
farm again. So you see Farm Journal 
was not forced on me. | took it myself 
without any force because | like it. 
Thank you.” R. Y. 


RICHMOND, VIRGINIA—"'My husband 
and | were born and raised on a farm. 
Though we work in industry here in the 
city at present, we are getting together 
the amount of cash to purchase a good 
farm and the necessary implements. 
So we consider Farm Journal of utmost 
importance. I trust | have made myself 
clear.” Mrs. P. S. H. 


PALO ALTO, CALIFORNIA—"I 
thought only the Government could 
be capable of so much red tape. Since 
you ask us, we do live in the coun- 
try. Our place is one of those small 
California Ranchos. But that is not 
what we are interested in your mag- 
azine for. We plan to buy a place in 
the very near future and we are 
reading all we can to learn of mod- 
ern methods, planning, etc. We have 
decided it would be profitable to buy 
unimproved and put in the best (by 
that | mean the most sanitary—con- 
venient as well as economical) build- 
ings. We want to have everything 
planned to the last detail. We are, 
you might say, ‘Farmers Marooned.’ 
Of all the magazines we could have 
chosen, yours is the one we want 
most.” Mrs. K. E. R. 


TOPEKA, KANSAS—"'To those who 
know no better, country life is just a 
bowl of cherries, tho’ they would 
soon discover the cherries were full 
of worms, unless they sprayed them. 
Well, worms or no worms, my hus- 
band and | know all about country 
life and when he gets his pension in 
a few years, the bonds we are hoard- 
ing will all be spent to realize the 
city dweller’s fond hope. In the mean- 
time, shouldn't we be allowed to 
read Farm Journal? We can dream, 
can’t we?” Mrs. R. H. G. 
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Esso Appoints JWT 


Esso Standard Oil Co. New 
York, has appointed J. Walter 
Thompson Co., Buenos Aires, to 
handle the advertising in Argen- 
tina for Flit, Mistol and Nujol. 


Fairman Appointed V. P. 


Hutchinson K. Fairman, account 
executive on Sun Oil Co. at Hewitt, 
Ogilvy, Benson & Mather, New 
York, has been elected a vice- 
president of the agency. 


Catalogs, Publicity 
Training Manuals 


30 W. bt pe Street 
ANdover 3-5997 Chicago 2, Ill. 


Pascoe to Pearson & Morgan 


Will Pascoe has resigned from 
Lunke-Maudsley & Associates, to 
become a principal in the agency 
of Pearson & Morgan, Seattle. He 
will be an account executive and 
will handle production. 


Blatz Names Schmitz A. M. 


Val A. Schmitz, formerly di- 
rector of advertising and sales pro- 
motion of White Rock Corp., New 
York, has been appointed director 
of advertising of Blatz Brewing 
Co., Milwaukee. 


P&G Shifts Dinsmore 


Campbell Dinsmore, district man- 
ager of Procter & Gamble Co. for 
the past 17 years, has been ap- 
pointed sales manager of Procter 
& Gamble Ltd., Toronto, effective 
July 1. 


IH 30-Truck Fleet 
Drives Savings Bond 
Story Through U. S. 


Cuicaco—lInternational Harves- 
ter Co. is helping power the 
Treasury’s current “Opportunity 
Drive” savings bond campaign by 
transporting 30 covered wagons 
all over the country a lot faster 
than horses and oxen used to haul 
them. 

By the time the drive onde June 
30, the covered wagons—mounted 
on 30 separate IH truck and Frue- 
hauf Trailer Ce. units—will have 
visited 700 cities in every state in 
the nation. IH dealers will have 
pitched in locally, too, with news- 
paper advertising copy supporting 
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From New York to Coyote, California; Seattle to St. Augustine, 
Florida . . . in fact Americans everywhere love baseball. From 
stadiums to sandlots, the HUMAN INTEREST appeal of base- 
ball delights millions every year. The very language of the 
game reflects its HUMAN INTEREST, from “A Texas Leaguer” to “The 
Seventh Inning Stretch.” Yes, even the team names... “The Dodgers”. . . 


“The Cards”... 


“The Red Sox” 


. “The Pirates” 


... and “The Yankees” 


reveal the verve and lively fascination of the genuine Americanism of 


baseball. 


Equally appealing to readers throughout the rich, able-to-buy 


Farm and Rural Town market of Iowa, Nebraska, Missouri, Kansas and 

‘Colorado is the unique HUMAN INTEREST style of editorial technique 
featured in every issue of Capper’s Weekly. Every issue is filled: with 

“Home Run” features that delight readers, ranging from News . . . Current 

Events ... Fiction . .. Cartoons ... Humor . . . Homemaking Aids. . . 

Recipes . . . Patterns and a world of other “League Leading” editorial 

content. That is why Advertising and Sales Managers, and Agency Account 

men are saying... “Put Capper’s Weekly on the list . . . IT’S A_HIT! 

. because It Makes The Sale!” 


, 


912 KANSAS AVENUE 
TOPEKA , KANSAS 


Capper Publications, Inc. 


eecceccccocccecccoccoeccccosesseee FACTS ABOUT cecccceeeeeeeeeeeeeeeeeseseeees 


Your Copy Is Ready! 


CAPPER’S WEEKLY FAMILIES 


Write today for the new Market Data Book. . . 
About Capper's Weekly Families.” 


“Facts 
This valuable fact 


filled, market book will show you how you can use Capper's Weekly as the perfect test medium in this rich mid- 


western market area. 


CAPPER’S WEEKLY ~* 


912 KANSAS AVE. * 


TOPEKA, KANSAS 


the $1,040,000,000 campaign and 
bond sales on their own initiative. 

The company’s decision to aid 
the drive was reached less than 
two weeks before the scheduled 
kickoff in Washington, D. C., May 
9, after Treasury Department of- 
ficials came here to discuss the 
campaign. The covered wagon was 
chosen as the emblem of the drive, 
tying in with the gold rush of 
1849, but it had to get around a 
lot faster to cover the country 
within the May 16-June 30 period. 


a M. F. Peckels, manager of Harv- 
ester’s consumer relations depart- 
ment, took over direction of the 
voluntary part of the government- 
industry part from there. Thirty 
ITH trucks at the company’s Fort 
Wayne, Ind., plant were painted 
red, white and blue. Thirty drivers 
were equipped with authentic cow- 
boy outfits, IH dealers were alerted 
to the impending tours, asked to 
use 300-line and quarter-page 
newspaper ads tying in locally, and 
to offer their offices as local bond 
headquarters where none were 
available. 

The 30 covered wagons were 
flown by Army and Navy planes 
to Kansas City May 15 for the 
start of their travels from nearby 
Independence, Mo., President Tru- 
man’s birthplace, the following 
day. Then, by the same airlift, 
they were transported to starting 
cities in 30 key states for the six- 
week bond drive. Harvester had 
arranged meantime for servicing of 
the truck-trailer-wagon units by 
district offices or dealer headquar- 
ters in virtually every community 
to be visited by the units. 


ws Though the expense of main- 
taining and servicing the units is 
not inconsiderable, Harvester 
leaned over backwards in taking 
credit for its part in the bond 


INTERNATIONAL .- TRUCKS 


1H TIE-IN—International Harvester Co. 

adapted the official Treasury poster for 

this full-color “Opportunity Drive’ ap- 

peal in support of the current bond cam. 
paign. 


drive. Its trucks carry the brief 
explanation, “America’s Opportu- 
nity Drive Fleet,” on the doors. 
Over the hood appears the words, 
“Today’s 49’ers.” Official Treas- 
ury posters for the drive were 
adapted for an IH color poster 
which carried only the acknow!l- 
edgement that the drive is “pow- 
ered by International trucks.” 

Dealer copy, which the com- 
pany expects many of its 6,500 
dealers to use locally, urges the 
public to “Ride to security on the 
Bondwagon!” and includes a brief 
footnote thanking Uncle Sam for 
the privilege of supplying the truck 
fleet. 


Savabook Names Agency 


Rehbock-Hollinger Advertising, 
New York, has been appointed to 
handle the advertising of Savabook 
Co., New York, maker of Savabook 
plastic book covers and other plas- 
tic products. 
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New York retailers learned from experience 
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O’Mahoney Bill Differs Little 
from Existing Law, Is Belief 


WASHINGTON—The steel indus- 
try is having “morning after” mis- 
givings over the O’Mahoney bill 
“legalizing” delivered prices and 
freight absorption, sponsored by 


the Senate’s “chief trustbuster.” 


The bill passed with the support 


‘of an amazing array of lawmak- 


ers, ranging from Indiana’s con- 
servative Homer Capehart to Ore- 
gon’s renegade Wayne Morse. Rus- 
sell Long, the newcomer from 
Louisiana, commented that “some- 


‘one’s going to be disappointed.” 


As the House judiciary com- 
mittee took up the problem Wed- 
nesday, steel’s best legal minds 
believed the bill does very little 


‘more than restate existing law. 


This is enough for chewing gum, 
appliances and other nationally 
priced items, but it doesn’t mean 
a thing to heavy industries, which 
formerly used the basing point 
price system to arrive at matched 
quotations by all industry mem- 
bers to any particular delivery 
point. 

Best tip-off that steel’s lawyers 
know their stuff is FTC itself. 
Influential staff members are 


‘quietly encouraging adoption of 


the O’Mahoney bill as a substitute 
for the proposed 15-month mora- 
torium on delivered price litiga- 
tion. 

a oe | 


Big drug interests are taking 
time to think over Federal Secur- 
ity Administrator Oscar Ewitg’s 
Proprietary Association convention 
talk in defense of the administra- 
tion’s compulsory national health 
insurance program. Appearing be- 
fore the potentially hostile medi- 
cal industry group, Ewing pulled 
all the stops; claimed national 
health insurance meant vast in- 
creases in markets for drugs; that 
the Taft substitute subsidizing care 
of “medically indigent” is more 
costly than national insurance; that 
national insurance avoids “selling 
costs” and assures heavier per- 
centage of premiums for benefit 
to the public. 

Proprietary Association directors 


Do they" 
Cove you in the 
classroom? 


What teachers think and say can 
be mighty important to you. 

Teachers are active in the af- 
fairs of both school and com- 
munity. Their opinions affect 
thinking and buying throughout 
the community. 

Tell your own story, right, to 
America’s most influential mar- 
ket. Ask Georgia C. Rawson, 
Manager, how State Teachers 
Magazines reach more teachers. 
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By STANLEY E. COHEN, Washington Editor 


are searching for a “middle 
ground” to provide increased med- 
ical protection for the public. 
Meanwhile, it is said here that 
some of the government's top 
health officials privately hope that 
Congress takes its time on the 
health insurance program. Short- 
ages of doctors, hospitals and other 
facilities would make it impos- 
sible to deliver benefits to the full 
national population over-night, it 
is said. Test of national coverage 
now would lead to waiting lists 
and “black markets” and might 
discredit the entire program in a 
short time. : 
aes 


Most under-played story of last 
week was FCC Commissioner Rob- 


ert Jones’ “additional views” on 
radio editorializing. A conservative 
former congressman from Ohio, 
who endured a determined Drew 
Pearson onslaught before taking 
his FCC seat, Jones chides the 
commission for failure to curb big 
name commentators; argues that 
commentators should be forced to 
use a prominent label identifying 
“news” and “opinion.” “There’s no 
constitutional right to broadcast 
false news, and the broadcast of 
false news, just as the broadcast 
of false advertising, is contrary 
to the public interest,” he charged. 


Retailers who have bombarded 
Congress with protests against 
consumer durable goods bargains 
offered by military PX stores in 
the continental U. S. are getting a 
powerful assist from Treasury and 
General Accounting Office offi- 
cials who say PX prices do not 
cover actual out-of-pocket oper- 
ating costs. The House armed serv- 
ices subcommittee probe will prob- 
ably lead to tighter control of PX 


merchandise and patronage. Mean- 
*. 


while, Veterans Administration has 
issued a discreet statement prom- 
ising that its hospital canteens will 
collect excise taxes and limit in- 
ventories to items and services 
“essential to the comfort and well 
being of patients.” 


Decker Products Co., Pelham, 
N. Y., came out on the short end 
of a court of appeals ruling on ad- 
vertising for “Vacudex,” a gas- 
saver. Decker said its ads were 
based on the claims approved by 
the Patent Office at the time 
“Vacudex” was patented. It argued 
that a Federal Trade Commission 
order against the ads constituted 
an attack on the patent itself, and 
was outside FTC’s jurisdiction. The 
appeals court majority held that 
the grant of the patent did not 
mean that the government agrees 
with the claim in the patent ap- 
plication as to the value or desir- 
ability of the product. 


“Treasury Secretary John Sny- 
der amplifies his reason for look- 


Advertising Age, June 13, 1949 


ing to the future with confidence. 
He says the economy is too healthy 
for a serious crash. Snyder is im- 
pressed by the fact that liquid 
savings of individuals exceed $200 
billion—more than four times the 
entire national income in the mid- 
1930s. He stresses the fact that 
farmers have $20 billion of liquid 
assets, a figure eight or nine times 
the total farm income of 15 years 
ago, and that the $5 billion farm 
mortgage debt is actually lower 
than it was prewar. The $200 bil- 
lion liquid assets of all individuals 
include $67 billion of savings ac- 
counts; $43 billion in checking ac- 
counts; $68 billion of federal se- 
curities and $22 billion of cur- 
rency. 
aes8 


A house interstate commerce 
subcommittee is putting the fin- 
ishing touches on a bill controlling 
labeling and advertising of furs. 
Headed by Rep. George Sadowski 
(D., Mich.), the subcommittee 
wants the fur industry to call a 
rabbit a rabbit and a skunk a 
skunk. The bill is sponsored by fur 
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ranchers who say it is time to stop | 
“chiselers” from passing off rabbit | 
and other common beasts under | 
such alluring names as “Algerian | 
seal,” or “Alaskan leopard.” 
aes 

Commerce Department’s con-| 
tainer experts believe nationally 
advertised canned beers are “mak- 
ing it tough” for small local brew- 
eries throughout the country. 
Brewers expect somewhat less bus- 
iness late this year, but the nation- 
ally advertised brands are _ in- 
creasing their orders for cans, the 
department’s containers and pack- 
aging industry report says. Local 
brewers are turning to kegged beer 
and returnable bottles as more 
stable sellers in their home mar- 
kets, it is said. 


Band-Aid Drive Set for Fall 
Band-Aid moleskin adhesive, 
bunion pads and corn pads will be 
featured in a magazine campaign 
which Johnson & Johnson, New 
Brunswick, N. J., is mapping for 
fall. The drive is set to break in 
August. N. W. Ayer & Son., Phila- 


delphia, is the agency. 


GUARD AGAINST THROAT-SCRATCH 


ufty smeclh eer 8 


PALL MALL 


greater length of tine toboccos 
travels the smoke further 

filters the smoke 

and makes it mild 


PUFF BY PUFF... YOURE ALWAYS AHEAD 
te Spt ow _ when you smoke PALL MALL 


Aut by PL @20090800000 
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ICE-BREAKER—This is the first newspaper ad for Pall Malls in eight years. The 1,200- 


line ad kicked off a 15-week drive in 68 dailies. 


Sullivan, Stauffer, Colwell & 


Bayles is the agency. 


Wheeler Joins Don Lee 

Howard Wheeler, formerly as- 
sistant advertising and sales pro- 
motion manager of Douglas Air- 


craft, Santa Monica, has joined the 
AM sales staff of Don Lee Broad- 
casting System, Hollywood, as an 
account executive. 


Idaho Prune Commission 
Names Pacific National 


The Idaho Prune Advertising 
Commission, created by the legis- 
lature this year to promote the 
Idaho prune industry, has ap- 
pointed Pacific National Adver- 
tising Agency, Seattle, to handle 
its advertising. 

The commission has authority 
to collect 2¢ a half bushel on 
prunes shipped out of state. Funds 
this year will be used in the pro- 
motion of Idaho prunes in estab- 
lished markets and in opening new 
markets. 


CREATIVE 
MEN 


work faster, better... 


Two Appoint McCain 

McCain & Associates, Inc., newly 
formed agency, with temporary 
offices at 711 Knights of Pythias 
building, Indianapolis, has been 
named to direct the advertising of 
the Department of Commerce and 
Industry of the State of Indiana, 
effective July 1. Business papers 
and magazines will be used. The 
new agency also has been ap- 
pointed to handle the advertising 
of Broadway Machine & Mfg. Co., 
Shelbyville, Ind., maker of E-Z 
guard fences. Trade publications 
and magazines will be used. 


when they follow this 
5-POINT 


Baltimore. 


*ABC City Zone based on Bureau of Census — 


LOOK TO THE 


4 Baltimore News-Post 


First in Circulation in the 6th Largest City 
A HEARST NEWSPAPER—REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


Offices in principal cities: Albany * Baltimore * Boston * Chicago * Detroit * Los Angeles * New York * Pittsburgh * San Francisco * Seattle 


1947 surveys for Metronclitan Districts. 


tSales Management Survey of Buying Power, 


ATTENTION FOOD ADVERTISERS! 


LOOK — at the Baltimore News-Post's Food Section — featur- 
ing, every Thursday, outstanding food authorities like Ida Bailey 
Allen and Frederick Philip Stieff... it’s first with women in 


LOOK — at Baltimore's 343,654 City Zone Families* . . . at the 
News-Post's coverage — 57.6% or 197,865 of these families, 
(Total Net Paid 228,228). 


LOOK — at the News-Post's 554,000 lines of general grocery 
lineage in 1948, at the News-Post's gain in retail food lineage 
that topped all other newspapers combined. 


LOOK — at Baltimore's 4,356 food outlets that annually ring 
up 351 million dollars in salest...Then to sell food in this 
profitable Baltimore market .. . 


1948. 


“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable 61-page book by James W. 
Young, Senior Consultant of J. Walter Thomp- 
son, is worth its weight in uranium to every 
man who must produce ideas. Gives you the 
positive 5-point program used by one of the 
highest paid men is the agency business, for 
developing ideas that sell. Acclaimed as the 
biggest little book ever written for advertising 
men, now in its fifth big printing. A must for 
you if you are a creative man. $1.00 on 10- 
day money-back guarantee. 90c each in quan- 
tities of 10 or more. 


INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 


“The Diary of an Ad Man” 
(The Jim Young Classic) 


A practical volume for the man who is broad- 
ening his horizons in the advertising business 
As Victor 0. Schwab says, ‘‘a book about busi- 
ness which emits flash after flash of penetrat- 
ing insight .. . day by day guidance. . 
pithy case-history experiences .. . usable sug- 
gestions.’’ . In all 578 diary entries made 
during trying times, any one of which may 
suggest a solution to your current problems. 
$3.00 on 10-day money-back guarantee. $2.70 
each in quantities of 10 or more, 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 


“Teacher of Business” 


What were the ideas and ideals that underlie 
the impressive success of McGraw-Hill? Here 
is the whole inspiring and useful story, in the 
words of the late James H. McGraw, Sr. with 
an introduction by G. D. Crain, Jr., publisher 
of Industrial Marketing, Advertising Age, etc. 
A basic book in the library of every man who 
writes, edits, sells, or promotes in the busi- 
ness or industrial fields. $1.00 on 10-day 
money-back guarantee. 90c each in quantities 
of 10 or more, 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 


“Successful Sales Training” 
By Eugene Dynner 


Here is the complete, practical, and usable 
outline of the proved method for (1) getting 
new salesmen into high gear quickly, (2) de- 
veloping a uniformly good performance pat- 
(3) making each man pay off in higher 
average production. An easy-to-use program for 
sales managers who want more results start- 
ing now. $2.00 on 10-day money-back guar- 
antee, $1.80 each in quantities of 10 or more. 


NOTE TO COPY CHIEFS 
Judging from the number of orders for 10, 
25, and more copies of these various books, it 
is clear that they are filling an ‘mportant 
need in training programs. We suggest you start 
with a copy of the ‘'5-Point Technique’’ for 
each member of your creative staff. 


tern. 


MAIL ORDER NOW 


| Advertising Publications, Inc. 
| 100 E. Ohio St., Chicago 11 


] Please send me books as ordered below. I 


enclose remittance with the understanding that 


I may return books for full refund in ten 
| days if not delighted in every way. 
| copies, ‘‘5-Point Technique 
| for Producing Ideas’’.........+ Os cces 
| _.. copies, ‘Diary of An Ad Man’’...$..... 
| copies, ‘*Teacher of Business’’...% 
| copies, ‘‘Successful Saies 
] Cee 2, iosccntawunee seus s 
| Name .....-. 
| Company .... 
| Address ... 
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readers in New York.) 


In New York, LIFE is the entertainment which attracts In Chicago, LIFE is the weekly drawing card for enough 
a weekly audience large enough to fill the huge Radio people to fill Soldier’s Field to capacity every single night 
City Music Hall 395 times. (There are 2,452,440 LIFE of the week (and two afternoons). (There are 960,250 
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crowd every week than the crowd 
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In Cleveland, LIFE is the event which draws a bigger 


that watched Cleve- 


land’s greatest sports event—the World Series of 1948, 


LIFE readers in Chicago.) (279,210 LIFE readers in Cleveland.) 


LIF F reaches into every market in America... 


It exerts an influence as local as the shopping traffic on Main Street... 


It binds these local markets together with the largest national audience 
ever known. 


It offers business an opportunity to sell goods that is unique in American 


advertising—an opportunity in a single medium to reach one-fifth of the 
nation each week. 
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In Denver, LIFE, each week, is a reading experience for more people than borrow In Los Angeles, LIFE is the spectacle that draws a weekly audien 


books from the public library in a year. (Denver has 98,010 LIFE readers.) 
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the people who saw the Tournament of Roses in ten years. (936,880 LIFE readers.) 
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‘Review Studies 
Reading Habits 
of Business Men 


Exploratory Survey 
Offers Data on What 
Top Executives Read 


Boston—In its recent survey of 
what business executives read, the 
Harvard Business Review found 
that, using the optimum combina- 
tions of magazines, one magazine 
reaches 63% of all the executives; 
the addition of a second magazine 
secures coverage of another 23% 
(individuals subscribing to either 
or both publications); the addition 
of a third reaches another 4%; 
the addition of a fourth increases 
the coverage by another 4%; and a 
fifth and sixth each add only 1% 
more. 

The report on the study, pub- 
lished in the May issue of the 
Harvard Business Review, contains 
several important qualifications 
and limitations on the usefulness 
of the percentages. First, the study 
is exploratory. Second, the results 
are based on questionnaires sent 
only to Harvard Business Review 
subscribers. 

Edward C. Bursk, editor of the 
Review, and Donald T. Clark, as- 
sociate librarian, Baker Library, 
Harvard Business School, chose the 
Review’s 20,000 subscribers as a 
base point for the study, since the 
list checked closely both with the 
geographical and industrial classi- 
fication of business. 


ws A four-page questionnaire was 
sent to more than 9,000 subscribers 
in the summer and fall of 1948. 
Of the 9,000, 1,600 comprised a ran- 
dom sample (every 15th name) 
which was checked for validity 
against known characteristics of 
the total circulation. The response 
from this sample was 37%. The 
statistics were taken primarily 
from the sample of 1,600, with the 
larger group used for a control 
check. 

The researchers found that the 
average business man usually takes 
a business newspaper, more often 
than not reads a trade publication 
in his own field, subscribes .to 
four general business magazines 


Select Your Market 
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Pioneer Qualatex 


"FLOATING 
BILLBOARDS” 


Hit your market with rifle accu- 
racy and shotgun coverage with 
“Floating Billboards”. Readership 
guaranteed— buying response im- 
mediate. 

This premium medium lets you 
pinpoint your sales effort in any 
area~-large or small. Bright colors, 
printed in non-fading, non-cracking 
pigments. Boost profits with these 
+ pane lies There's a size and type 
for your advertising budget. Write 
our Ad-Service Department today 
for samples, prices, full information. 
The Pioneer Rub- SoETU 
ber Company, 108 "Guaranteed by > 
Tiffin Road, Wéil- \ Good Housekeeping 
lard, Ohio. Ls ovranste WEF 


sarroon YOUR SALES 


WITH PIONEER QUALATEX 
+ (QQ pfttBOARDs" 
CEA B! 


on the average, almost invariably 
buys books on business, uses di- 
gests and reports and often uses 
the reference service of libraries 
for help on special topics. 

About 25% said that they read 
issues of business newspapers in 
full, about 60% file the copies for 
future reference, and respondents 
consider the publications as of rel- 
atively great assistance in making 
“business decisions.” 

Virtually all executives read at 
least one large, general, metro- 
politan newspaper in addition to 
their business newspapers. 


ws Some 75% of the executives in 
the general sample take one or 
more trade publications. The aver- 
age executive subscribes to two 
and one-half, although there ap- 
peared to be a marked variation 
in the way in which the periodicals 
are used and valued. 

To those trade publications held 
in better-than-average esteem, the 
average executive devotes 1% 
hours per copy. Some 35% say 
that they read the copies in full; 


THEY’RE ALL HAPPY—On deck to welcome Gene Autry (center) to Chicago are 

Irene Small, radio copy chief, Ruthrauff & Ryan; Henry Webster, advertising man- 

ager of the Wm. Wrigley Jr. Co., Autry’s sponsor; Holly Shively, Ruthrauff & Ryan 
time buyer, and Frank B. Falkner, station manager of WBBM-CBS, Chicago. 


60% devote more than one sitting 
to each copy; 91% file copies for 
future reference, and 77% do their 
reading at the office. 

As for the value of the six repre- 
sentative general business maga- 
zines, 68% of the subscribers as- 
signed a ranking to them, and the 
median rank was three, although 
there was a great deal of variation 


among the individual magazines. 

In contrast to the business news- 
papers and trade publications, the 
average executive reads his busi- 
ness magazines away from the of- 
fice, even though a large propor- 
tion of copies are mailed to busi- 
ness addresses. Copies usually are 
returned to the office for associates 
to read. 


* 
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The average subscriber to a gen 
eral business or news magazin 
spends about two hours per copy 
39% say they read the copies ir 
full; 63% devote more than on: 
sitting; and 93% keep the copie 
for future reference. The “top 
sample of 600 averages 4% sub- 
scriptions per executive as agains’ 
3% subscriptions for the genera 
sample of 1,600. 


ws Executives also read books— 
91% report that they read then 
fairly regularly, and only 11% o! 
these restrict their reading to book: 
written for their own field. How- 
ever, there appeared to be an un- 
dercurrent of disappointment i 
the quality of business writing 
“Most of the books follow the sam: 
old pattern,” was one comment 

Three patterns emerged fron 
the study of book reading. First 
as was expected, tastes in reading 
were related to work interests to 
a high degree. Second, the nearer 
the executives are to the top, th« 
broader are their reading interests 
Third, there is evidence of mass 


+ 


\ . 
Thre kinds Of men... 


Slim and Hobey had been in the same high 
school class, ended the war as Machinists 2/c on 
the same sub. When they checked out of San 
Diego in January °46, each had close to $2,000 in 
back pay and allowances. 

Slim gave Hollywood a going over, got back 
three weeks later with less than fifty bucks on 
him, went into the 52-20 Club right away. He’s 
driving a hack today, and thinks the veterans 
didn’t get much of a break. 

Hobey hustled home to enter college, sweated 
out his degree in two and a half years, was picked 
by a big company as executive material. 


Jounson and Vorak were the only men in the 
place who could set the machine tools for precision 


stuff. While the war was on, they put in a lot of 


overtime—often made as much as $25) a week. 

After the war, Vorak wanted Johnson to go in 
with him as a farm machinery dealer... but 
Johnson couldn’t see starting over somewhere in 
the sticks. Vorak had a tough time the first year, 
but they say he’s built up a nice business. 


When Clint Horner, head man of Alpha Metals, 
was asked what his postwar plans were, he said, 
“Go fishing!”’... After V-J Day, he closed down the 
new government built plants, let 80% of the war- 
time employees go, and took up Alpha’s old line in 
the old building. Business has been good, earnings 
high. They say Horner has sold his Alpha stock 


at twenty times what he paid for it. He can afford 
to go fishing! 

Beta Corp., across the tracks, had younger 
blood in the management. They held on to their 
new Plant 2 and most of their wartime workers, 
and started to bring out a number of new products 
after the war... They ran into a lot of headaches, 
haven't made a dime since °45, But everybody is 
hopped up about Beta, thinks it will go places, 


There are three kinds of men... 

The drifters, who take things as they come... 
good company, often, but not good for much else. 

The cautious, who play safe, never stick their 
necks out... good executors for your estate, if 
you leave’an estate. 

The third kind takes a chance...thinks more 
of opportunity than cash on hand. And often bites 
off too much, but is responsible for most of our 
real progress! 

Type Three is also responsible for Nation’s 
Business...which can have little interest for the 
ultra-conservative, and no appeal whatever for 
the unthinking. 

Nation’s Business is a magazine concerne! 
with the business man, but no specific business 
It does not pretend to purvey information 0: 
markets and prices, or advice for investors . . 
but tries to provide perspective rather than pres 
reports, to supply significance instead of sp: 
news, to cover causes rather than chronicle effect: 


INVESTMENT IN I.Q.’s...In 1949, US 
industry donates more than $10 million 
for scholarships and grants, will send 
2,000 students to college. Look for 
“Stockpiling Skill for the Future,” by 


“Get Our” Ace?... With 
more older people, the US needs to 
reconsider forced retirement ages. See 
“Need 65 Be Time to Retire?” 
ADVICE TO ADMINISTRATION . 


GONG FOR 


.. What 


Robert West Howard. 

Satty Sixry...When Jeffrey Parker, 
nicknamed “Old Profit,’ took a weekend 
off, his staff suspected the worst... but 
his dissipation proved to be a Star boat. 


You'll like “Hidden Profit,”’ by Pat Frank. 


most farmers want from government is 
less of it...“"What the Farmer Wants.” 
by Kenneth L. Dixon. 

And a dozen other timely articles of 
interest to business men... in June 
Nation’s Business. 
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distribution on the reading habits 
—22 of the 30 most popular titles 
were selections or recommenda- 
tions of the Executive Book Club. 

While there were no questions 
in the questionnaire about digests, 
such as newsletters, loose leaf ser- 
vices and trade association bulle- 
tins, mention of them by respon- 
dents led the authors of the report 
to estimate that perhaps 20% of 
the executives covered subscribe 
to one of such services. 


Jacobsen Names Walker 


M. J. Walker, formerly vice- 
president in charge of sales of 
Pincor Products, Chicago, has been 
named to the newly created posi- 
tion of director of sales of Jacob- 
sen Mfg. Co., Racine, Wis., and its 
subsidiaries, Worthington Mower 
Co., Stroudsburg, Pa., and Johns- 
ton Lawn Mower Corp., Ottumwa, 
la. 


‘Berkshire Eagle’ Ups Price 

Berkshire Eagle, Pittsfield, Mass., 
has increased its price to 4¢ a 
copy and 25¢ a week, home de- 
livered. 


Joins Ortgies & Dillon 


Grace Hovater, formerly with 
Kaleidoscope, Liberty and Faw- 
cett Publications in advertising, 
promotion and circulation, has 
been named secretary and treas- 
urer of Ortgies & Dillon, New 
York, publishers’ representative. 


McGraw-Hill Names DeWeerdt 


A. L. DeWeerdt, formerly in 
charge of premium promotion of 
W. Atlee Burpee Co., Philadelphia 
seed grower, has been appointed 
mail promotion manager of Mc- 
Graw-Hill Publishing Co., New 
York. 


Appoints Sheplow 

Samuel Sheplow, formerly pub- 
licity director of the savings bond 
division of the United States Treas- 
ury, has been named head of the 
radio-television unit of Luckoff, 
Wayburn & Frankel, Detroit. 


Scull Names Lewis & Gilman 

William S. Scull Co., Camden, 
N. J., producer of Boscul brand 
foods, has named Lewis & Gilman, 
Philadelphia, to handle its adver- 
tising. 


Ad Budgets Lower 
Than in 1939 for 
Electric Companies 


ATLANTIC Ciry—Speakers at the 
17th annual convention of the Edi- 
son Electric Institute here were 
virtually unanimous in agreeing 
that the most pressing need of the 
utility industry is to sell its story 
to the people. 

But a report on sales and pro- 
motion budgets for 1949 as com- 
pared to 1939 revealed that 62 
leading utility companies serving 
about three-fifths of the meters 
of business-managed electric op- 
erating companies are spending 
less this year than a decade ago. 

J. H. Jewell, manager of ap- 
paratus sales for Westinghouse 
Electric Corp., reported that the 
1949 budgets were up only slight- 
ly over 1948. 

In 1939, he said, the companies 
surveyed spent an average of 
$230,000 per 100,000 connected 
meters on sales and promotion. By 


1948, according to Mr. Jewell, the 
figure had dropped to $204,000 and 
for 1949 will be only $208,000. 

“Even when you allow for the 
fact that a few of the companies 
reduced their budgets due to going 
out of the appliance business, these 
figures are still very startling,” 
he pointed out. “Consider the large 
increase in sales cost since 1939— 
higher salary levels, more costly 
advertising and higher training ex- 
pense.” 


e Mr. Jewell also reported that 
the average number of employes 
in sales and production depart- 
ments has fallen from 39 a decade 
ago to 26 this year. 

Paradoxically, most of the com- 
panies said they felt the time for 
new selling campaigns is at hand, 
now that reserve margins have ap- 
proached prewar levels. 

“The general conclusion from 
this part of our survey is that 
roughly 75% of the electric util- 
ity industry feels that it is in a 
position today to aggressively push 
the increased use of electric pow- 
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Today, to know one’s own business, is not 
enough ... because even the smallest business is 
sensitive to remote influences. Foreign policy can 
cause shortages in lubricants and lathe operators. 
Legislation may make potatoes dear and pork chops 
scarce. Taxes tighten belts and corporate budgets, 
expand the office appliance market. Labor unions 
in Detroit can lose jobs for stenographers in San 
Diego. Political disturbances in the Far East may 
change paint production. And economics can be 
the by-products of mass emotion. 

Months before they become front page items, 


and cause agitated editorials, 


presents the important issues . 
covered, interesting to the non-expert, interesting 
to read; gives its readers a long look ahead at 
anything that may make a difference in their 
business,and their business thinking. And Nation’s 
Business further regards the business man as a 
person, with purely personal problems; and peace 


of mind as his most essential 


Sucu an editorial attitude and product explains 
the utility and appeal of Nation’s Business to some 
650,000 intelligent and progressive business men 


in this country 


publication. Its readers represent the majority of 
decision in American business today, in every field, 


in every locality. 


If you have something to say or sell to American 
business, there is no larger audience, no better 
prospect field. Nowhere will your advertising get 


more attention and interest 


Maybe you need to knowmore about Nation’s 
Business? Ask your business associates—or any 


office of Nation’s Business. 


far more than any other business 


or sell at lower cost! 
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WASHINGTON. NEW YORK, CHICAGO, DETROIT, CLEVELAND, SAN FRANCISCO AND LOS ANGELES 
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er,”’ Mr. Jewell declared. 

Convention addresses which 
stressed the necessity for the pro- 
motion of public understanding of 
the industry and the free enter- 
prise system in general included 
those of Morris Sayre, of New 
York, chairman of the board, Na- 
tional Association of Manufac- 
turers, and Elmer L. Lindseth, of 
Cleveland, incoming president of 
the institute. They also urged 
greater unity within the industry 
in order to promote such programs 
successfully, but no concrete cam- 
paigns were mapped. 


KCBS Appoints Conway 


Walter Conway, formerly with 
Knollin Advertising Agency, San 
Francisco, and before that public- 
ity director of Garfield & Guild, 
has been named sales promotion 
manager of Station KCBS, San 
Francisco outlet for CBS. 


Mitchell Names Frankel 


Jones Frankel Co., Chicago, has 
been retained to handle the tele- 
vision advertising of Mitchell Mfg. 
Co., Chicago, manufacturer of 
Mitchell room air conditioner. 


Joins Van Slyck Agency 


Edward F. Raczynski, formerly 
with Bligh-Palmer & Co., Chicago, 
has joined Phil Van Slyck Agency, 
San Francisco, as an account ex- 
ecutive. 
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MARSH BRISTOL BOARD 
Has unique in-between surface 
that is neither kid nor smooth, 
but is just right for pen and ink 
and particularly lettering. 
Y, Size: 22” x 30” 3 ply only 
¥ per sheet $ .45 
he dozen 5.40 
pkg. of 50 18.75 
(Minimum mail order 1 doz. 
sheets) . 


PRESTO-TYPE 

To “Set” your own type head- 
ings. Each transparent plastic 
sheet has several complete alpha- 
bets in black and white. Place 
self-adhering letters directly on 
artwork for perfect reproduction 
copy for offset, multilith and 
letterpress 

Only 75c per sheet 

Send for complete chart of types 
available. 


E-Z FRISKET 

An adhesive coated frisket paper 
prepared for immediate use. Just 
strip off protective backing sheet. 


FAS 


“77 oO mess... no rubber cement 
.. «0 waiting 
~ Desk Roll: 24”x Syds. $ 3.00 


Jumbo Roll: 24"x20 yds. 10.00 
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1 Send me somples of: 1 
Superior Illustration Boord i 
1 e Marsh Bristol [) €-Z Frisket \ 
1 [) Layout Pads [) Presto-Type Chart i 
! l) Send catalog of Advertising Art Materials i 
| i 
| NAME . ! 
1 COMPANY ! 
ADDRESS i 
4 MY LOCAL DEALER IS J 


Le eee —_——s ee 
Visit America’s Largest 

Art Supply Center tte : 

“THE DEPARTMENT STORE 

OF ART MATERIALS” 


ARTHUR BROWN & BRO. Inc. 
2 West 46th St. New York 19,N. Y 


' , . eee - > ? 
: = a 
ee ee 
po : 
PAPA 
y ~ a 
| 1 : 
2 = — a. 
r@ =n me al 1 “4 : 
ue are mae Pd eet Ee Q CY a Brown a ’ 
— se SSH) Coe gaziat K for the 
ee-ea=st=s | Seno to \ (4 opts T 
ls gl eae eh LOY GB )} A R Ti Ss 
sts Se — ee | 
— == = A Oo | 
ica 4 mo a | {A SUPERIOR 
fae 1 | TT [] “jyustration 
setaie| pas Wpoard = 
" —-~_—_, ’ = : drawied sw 
"a fee rue hese gmat Oe pega 
GSS \S nae neater | 
My \ of ‘cls Pre hehe ink. 
(<= KR EX eee Sone |. 
, | Bax30 $190 sheet Sin sheet 
4 “ 4 30x40 ym mail order * todoy- 
A\ ae \ | (sine der your anh 
7 eas: ' ~S - 
— jO~< 
—————— Se Shy . 
/ « . 
ZZ — Bey 
ee ii , OMe 
@ 
SS ais 
SS) Dh ———— 
a Sr ” 


Busch Tells 


Hadden’s Role 
in ‘Time Climb 
Luce’s Partner Died 

— 


New Yorx—‘“My God, Harry, 
have we got that much money?” 
asked Briton Hadden of Henry R. 
Luce, when Luce came to Had- 
den’s hospital bed to report that 
Time was launching its first big 
newspaper campaign in New York 
at a cost of $20,000. A few days 
later, “Brit” Hadden, co-founder 
of Time, worth more than a mil- 


‘lion dollars (in Time stock), died 


of a streptococcus infection, some 
nine days after his 31st birthday. 
The story of Hadden, Luce’s 
partner and rival, is clearly and 
crisply told in “Briton Hadden,” by 


' Noel F. Busch (Farrar, Straus & 


Co., $3). Busch is entitled to tell 
the story; he was a cousin of Had- 
den, he quit Princeton to write 
Time’s book section, knew the 
magazine when Time’s staff was 
housed in a brewery loft, and (ex- 
cept for a brief defection with the 
New York Daily News) has been 
a Time, Inc., employe for 22 years, 
most recently as a senior writer 
for Life. 


*' g Hadden has grown into a legend. 


Busch makes a serious effort to 
substantiate the true parts of the 
legend, and to debunk others. 
Quotes: 

“The rivalry ... between Hadden 
and his partner Luce was... 
sometimes understandably mistak- 
en by outsiders for mere antagon- 
ism. That, as the editor of Time, 
Life and Fortune through their 
period of maximum growth, Luce’s 
prestige grew while the legend of 
Hadden grew dim, helped arouse 
discussion as to which of the two 
partners was ‘responsible’ for 
Time. The question was as idle as 
a controversy about whether it is 
the steel or the flint that pro- 
duces fire. Both were responsible. 

“In Hadden’s opinion, Luce had 
grave shortcomings as an editor, 
which, however, Hadden believed, 
were balanced by a genius for fi- 
nance. 
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Here’s how to tell your sales story — 
right where the sale is made. Just ; 
print it on Mystik, the patented 
printing material with the self- © 
adhesive back. Mystik is easy to © 
+ get up... even in the choice, hard- 
| to-get locations. Just press it in 
i ic. Mystik can be printed and 
| lithographed in colors, die-cut to all _ 
| shapes and sizes. Your salesmen get | 
MystTIk ads up easily! | 
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Chicago Show Printing Co., 2639 W. 
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Kildare, Chicago 39 


“New readers were almost in- 
variably astonished to find that 
Time read as though it had all 
been written by: one man...the 
man was Hadden.” And Windsor 
French, one of Time’s early writ- 
ers, said: “Time is certainly the 
expression of everything Hadden 
stands for, down to the letter 
 ggeeae 


sw The partners’ assessment of each 
other is curiously exact. Hadden 
said of Luce, “It is like a race. 
Luce is the best competition I ever 
had. No matter how hard I run, 
Luce is always there.” Luce, speak- 
ing of Hadden, said, “Hadden is 
hard to convince. If I can convince 
Hadden, then I know my idea is 
good.” 

For Hadden and Luce, rivals 
and friends, had dominated Hotch- 
kiss School and Yale (at least so 
far as the Yale News was con- 
cerned), and when they departed 
to go separate ways after gradua- 
tion, Busch feels “neither one was 
yet aware how much he depended 
on the other.” 


Advertising Age, June 13, 1949 
publishing’s biggest jackpot. 1 


s Also described is Time’s brief l 
sojourn in Cleveland (Luce moved c 
the offices while Hadden and Roy 
Larsen were roistering around Eur- \ 
ope), which ended because (1) 
Time was completely dependent 
on the broad-gage reporting and 
international coverage of the New U 
York Times; (2) it needed the crop 
of young intellectuals who swarm 
into New York looking for jobs 
on magazines, and (3) Hadden sur- 
veyed the Midwest and concluded 
it was the stronghold of Babbitry. 
Hadden moved the _ publication 
back to New York while Luce was 
in Europe. 

Busch makes much of Hadden’s 
Puckish preoccupation with throw- 
ing wrenches into other parts of 
the magazine’s machinery. As an 
editor he was a problem to the 
circulation department; as a bus- 
iness manager, he worked over 
each issue with a fine-tooth comb 
to point out where it might have 
been bettered, and while super- 
vising advertising, he launched 


NEW MEDIUM—Lee Howard Advertising Co., New York, is now marketing four 

point-of-purchase color posters adapted from the Ad Council’s economic system 

campaign. Here Mr. Howard examines the posters, each of which offers ‘Miracle 

of America,” the council’s booklet. Some 14,000 of the first four designs, carrying 
corporate signatures of their buyers, have been sold so far. 


to have been their national af- 
fairs writer, and he had been hold- 
ing the line for Hadden and Luce 
in Baltimore. After reviewing the 
situation, Millis wanted no part of 
Time, thus dealing himself out of 


The story of how they put Time 
together is well known. With a 
joint capital of $200, they rolled 
up $86,000 and took the plunge. 
Walter Millis, editorial writer and 
historian (“How War Came”), was 
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Picture a family that enjoy 
best of breakfasts, lunches, dinners 
—at home; that’s active enough to 
need extras in the afternoon or 


ks by 3,000,000—and you 
have some idea of the avalanche 
rate at which groceries 


homes! What a market 
for everything from 
bacon and coffee to 
the last sandwich and 
glass of milkandcookie! 
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Tide. 

Tide was to deal with events 
in the world of advertising and 
criticize campaigns, but Hadden 
used to hit hardest on Time ad- 
vertisers. “The existence of Tide 
lid little to improve the morale 
of Time’s advertising salesmen. 
They found it hard to make clear 
to space purchasers why, in buying 
space, they were obliged to expose 
themselves to catcalls from the 
seller,” Busch reports. Time, Inc., 
found it advisable to sell Tide for 
$10,000. 


s According to Busch, Time-style 
sprang largely from Homer’s Iliad, 
with additions from Hadden, who 
had an abiding interest in animals, 
ind welcomed zoo adjectives (pig- 
fat, rat-faced, moose-tall), and the 
reversed sentences came straight 
from Greek sentence construction. 
Hadden always liked the reversal; 
he headlined an editorial in the 
Yale News “Tongues Have They.” 

From Busch’s smooth writing, 
Hadden emerges as a brilliant 
young man, given to the imitation 


of gruffness. One of his frustra- 
tions was lack of baseball ability; 
he was to imitate baseball man- 
nerisms all his life, and one of the 
few unfulfilled ambitions he had 
at his death was to own the New 
York Yankees. 


s His style was Time-style, yet he 
wrote little of the copy, nor did 
he fiddle with the copy of his 
writers. He clipped stories from 
the Times, added comments like 
“Flay! ,” “Shrewd!” or “All Praise 
to Preacher Beecher,” and got from 
his writers the brisk, homogenous 
style which was to be Time’s big- 
gest grip on its readers. 

Busch reports in detail, Time’s 
prospectus (“Time is interested— 
not in how much it includes be- 
tween its covers—but in how much 
it gets off its pages into the minds 
of its readers”) and Hadden’s pri- 
vate list of expansion (“business 
mag, fiction mag, SPT mag, secy 
mag, Letter mag, Time monthly, 
school Time, women mag, daily 
newspaper, U. S. history bk, In 
England, eating book’). Fortune 


has been published, and Letters 
flopped badly. 

Hadden, in Busch’s judgment, 
was one of those lucky persons 
who knows precisely what he 
wants to do, and from premature 
birth to premature death, Briton 
Hadden moved in a straight, swift 
line. 


Hudson Starts Local Drive 


As a supplement to the current 
“Revelation Ride” advertising 
campaign of Hudson Motor Car 
Co., Detroit, the largest in its 
history, the company also is re- 
leasing a new localized advertising 
drive in cities where Hudson’s 
sales position is first, second, third, 
fourth or fifth among all makes. 
The ads are being released as part 
of the Hudson dealers’ local area 
advertising program. 


Shrader to Davenport Hotel 


Byron Shrader, formerly pro- 
motion manager of KPOJ, Port- 
land, Ore., has been named adver- 
tising and promotion manager of 
the Davenport Hotel, Spokane, 


Wash. 


Kroger Promotes Booklet 
by GM's Betty Crocker 


Kroger Co. last Monday began 
a two-week promotion of a free 
booklet, “21 Summer Meals” by 
Betty Crocker, the General Mills 
trade personality. The eight-page 
booklet is the first Crocker book- 
let authorized by GM for a retail 
company to print and use. Kroger 
is featuring the booklet in full- 
page ads in 150 metropolitan and 
“semi-metropolitan” newspapers as 
well as in ads in 900 dailies and 
weeklies regularly used by Kroger. 

Another first by Kroger in the 
tie-in is a series of broadcasts by 
Betty Crocker on Kroger’s radio 
serials, which are heard over 31 
stations. 


Snappy Cleanser Tested 


Snap Co., Montreal, has repack- 
aged its Snap powder as Snappy 
household cleanser, to distinguish 
the product from its Snap hand 
cleaner and to effect certain pro- 
tective improvements in the pack- 
age (a paper wrapper has been 
replaced by a metal container). 
Harold F. Stanfield Ltd. is the 
agency. 


a 


and entertain often 


ceries in quantity? Who counts in 


luxury extras as a matter of course? 


Families with high incomes who live well 


Homes & Gardens families. 


BH&G families live in houses that cost 
more than their neighbors’. They have 
incomes among the highest for all big 
magazines. They take cars for granted, 
parties for granted, trips and picnics and 


at home. The Better 


ur Profits 
by the Carton? 


O takes for granted buying gro- 


for granted. 


many guests as a matter of course, buys 


barbecue suppers on their own terraces 


BH&G gets these better families because 
it’s devoted 100% to service articles on 


the kind of better living these people 
enjoy. The standard BH&G takes for 


granted screens in only the people with 


money enough to live up to it. 


How about letting our representative tell 
you more about how editorial screening 
can give you the people who buy by the 
carton, the dozen, the case? 
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Van Heusen Spends 


$10,000 on Custom 
Built Video Spots 


New YorK—Phillips-Jones Corp. 
is custom building a series of tele- 
vision spots for selected dealers 
in each TV city. 

Produced for Grey Advertising 
Agency by Telespots, Inc., the one- 
minute announcement includes a 
singing skit starring an animated 
Van Heusen shirt, tie and sports 
shirt, which come to life from a 
poster and go into their act. 

Openings and closings for the 
announcements will be produced 
to fit the needs of the particular 
store. Following the 20 seconds of 
entertainment by the animated 
trio, there will be 20 seconds of 
straight selling, giving prices and 
strong points of featured items. 

Four selling sections have been 
prepared—one each for Van Heu- 
sen Century shirts, gabardine 
sports shirts, various collar models 
and white shirts. 

Sidney M. Sundell, Grey account 
executive for Phillips-Jones, de- 
scribes each of these as “hot items,” 
which are to be featured in the 
company’s magazine promotion. 
The TV spots are expected to be 
on the air by fall. 


es The shirt manufacturer spent 
about $10,000 on this television 
campaign, time for which is to be 
bought by retailers. 

Featured item at a company 
sales convention last week was the 
new Century white broadcloth 
shirt with non-wrinkle collar. This 
fall the company will augment its 
current continuing magazine cam- 
paign, which includes full-color 
pages and spreads in Collier’s, Es- 
quire, Life, The Saturday Evening 
Post and True with a heavy black- 
and-white schedule in Collier’s and 
Life. This copy will plug the Cen- 
tury shirt, which comes in two 
collar styles and two prices—$3.95 
and $4.95. Promotion for this model 
was pretested at the Woodward & 
Lothrop store in Washington. 

Phillips-Jones will spend ap- 
proximately $1,000,000 on adver- 
tising this year. In addition, the 
company reports that dealer news- 
paper advertising for the first four 
months of 1949 is 35% ahead of 
the corresponding peried for 1948. 
Last year, Van Heusen estimated 
that its dealers placed $1,500,000 
of space in newspapers at the re- 
tail rate. 
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Engineering, Production and 
Operating Men in American 
industry ... 


52,132 of them in plants rated 
$100,000 and over. 
For only $110-$120 a month! 
Send for our new 
CCA Statement and 
‘STEN PLAN’’ 
Total Distribution 


Good for SELLING... because 
Used for Buying. 


INDUSTRIAL 
EQUIPMENT 
NEWS 


THOMAS PUBLISHING CO. 


461 Eighth Ave., New York 1, WN. Y. 
Boston * Chicago © Cleveland © Detroit li) 
Los Angeles * Philadelphia © Pittsburgh 
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duced without written permission. Unless otherwise noted, all publications are monthlies an nf Gong ai yest sors : I T l 
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‘ 9 i948 1949 194s 1040 "ten | Queceting Reginess -------- 08 “SS! Cuscago—Advertising in May is- 
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‘y American Aviation (semi- 40 33 pat —- ee 48 50 lee C ream Review.......... 110 116! Paper Trade Journal (w.). 1*165 §*204| 6.9%, compared to volume for t! e 
mo. } yg | lan 160 15* | Contractors & Engineers a Industrial & Engineering 121 128 Soe soe ones MnG'eee 2 = - same period a year ago, accordir.g 
American Builder thly (9%, eer *59 ON 2a 2 etroleum Processing ... . “eA 
American City ......-.-.--- 107 9 Mog Ah dala 82 88 | Industrial Finishing Petroleum Refiner ... $180 177 to Industrial Marketing’s month) 
American Dyestuft atte). 19406 439] Design News ............ 115 87| (4% x 6%) aerrer 83 = Pit & Quarry........ = + tabulation. 
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a ons tha | Miesteiead See. 69 74] Manufacturers Record ... §°74 §°118| Production Engineering & lications listed in the tabulation 
Aviation — Gu ce dvosd 959 210 | Electrical West ....... 7 79 | Marine Engineering & 87 98 mpneneeees Fak eedee 00 46 71 80 | lost 2,030 pages of advertising, 
Bakers’ Helper (bi-w.). Slectrical World (w.)... $*511 °292] Shipping Review ..... Products Finishing ; : : 
Bedding es cangite « Ho 4 ianaahe .... Appa *183  *206| Mass Transportation ... 32 86] (4% x 6%4)......0. eee eee 87 s5 | dropping from 29,414 pages in May, 
Better Roads ...... 42 43 Engineering & Mining Materials & Methods...... = 4 Progressive Architecture a = 1948, to 27,384 in May this year. 
Brewers’ Digest ...... Orr rrar 119 127] Mechanical Engineering .. Purchasing ................ 25 : Stree = 
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Ceramic Industry .... 64 Fire Engineering .. 35 37 | Mill & Factory............. *202 *232) Railway Mechanical Engineer 101 94 1948, a loss of 5.8%. 
Chemical & Engineering Fleet Owner ..... _ 135 130| Mining Engineering ....... 24 25 | Railway Purchases & Stores. 111 109 , ‘ . total 
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Textile Industries .......... 164 158] a year ago. 
Fo Ok a hat tie iaa| ‘The 14.5% loss in export publi- 
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Welding Engineer .......... oft ot Total loss in all classes 4 7 
West Coast Lumberman .... i ages is > In 
F Western Canner and Packer. *43 51 year, to date, in page f P id 
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Western Industry .......... 203 ~=—« $58 | trial publications were down 0.2%; 
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pues They’ve been doing business with you for years. No matter what you sell to industry, they 
J Ja ce . . . . . 
Ay spend the crucial dollars that buy your product. It takes scientific Americans to build the 
Ss plants, to design new products, to specify the right materials and find new and more effi- 
th 134,- i i i 
classes cient ways to make them into finished goods. You know them already as the men you have 
ared to 
er . to sell. 
The new SCIENTIFIC AMERICAN can help you to know them better. In our subscription 
Pages. list, the scientific Americans are identified by name, title, profession, industry and company. 
71 92 - — . . : 
05 10 This information, encoded on business machine punch cards, will help you to see how 
75 104 
a a SCIENTIFIC AMERICAN Can serve your advertising objectives. It is the evidence which proves 
83 r 
a7 128 that the nation’s first magazine of science has brought the scientific Americans together for 
37 
a ew the first time in a single magazine audience. 
2 «(8 Until now—to reach scientific Americans—you have had to buy them, along with-the- 
59 8 . . . . 
err public-at-large, in the circulations of general magazines or, industry by industry, in a list of 
trade papers. Let SCIENTIFIC AMERICAN cut these costs and deliver your advertising to the 
65 10 . 
Ce men who make it pay. 
85 14 
76 *The punch-holes in the SCIENTIFIC AMERICAN Subscriber's Identity 
62 Card record his title, profession, company and industry, Write to 
ie SCIENTIFIC AMERICAN, 24 West 40th St., New York 18, N. Y., 
* , to see the business machine breakdowns of our subscription list. \ 
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Watts Appoints Goldgar 

H. W. Watts Co., Northampton, 
Mass., has named Mike Goldgar 
Co., Boston, to handle its merchan- 
dising and advertising. Magazines 
and Sunday newspaper supple- 
ments will be used. 


Joins Newell-Emmett 

James N. Manilla, formerly tele- 
vision director of Robert F. Branch, 
Inc., has joined the television staff 
of Newell-Emmett Co., New York. 
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THE LETTER SHOP, Inc. 


431 6. Dearborn St., Chicago 5, Illinois 


Altes Beer Boosted 
in Michigan Papers 

Detrroir—Altes Brewing Co. will 
use 213 newspapers in Michigan in 
a new ad drive for its ABC Altes 
Lager beer. Copy will tell the 
ABC’s of why the beer is made 
only in closed vats and will point 
up the new ABC neck label on the 
bottles. 

Forty-one daily and 172 weekly 
papers will carry the ads, Howard 
H. Colby, president, said. 

Altes will use television for the 
first time this summer when it 
sponsors games of the National 
Fastball League, midwestern soft- 
ball circuit. The games will be 
telecast over Station WXYZ-TV, 
Detroit, on Saturday nights, be- 


i) eee te eee 


bs 
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ginning June 11. The brewer is 
temporarily discontinuing its use 
of AM radio. 


Chicago Admen Elect Boone 


Daniel J. Boone, manager of the 
merchandising division of Zono- 
lite Co., was elected president of 
the Advertising Executives Club 
of Chicago Monday. Others elected 
were: Vice-president, Earle F. 
Heffley, Lumbermans Mutual Cas- 
ualty Co.; treasurer, Henry J. 
Henke, Harper-Wyman Co., and 
secretary, Aileen Grossman, Chi- 
cago Musical Instrument Co. 


Fedders-Quigan Names BBDO 


Fedders-Quigan Corp., Buffalo, 
has appointed Batten, Barton, 
Durstine & Osborn to handle the 
advertising of Fedders room air 
conditioners. 


You Dont Have to Buy all the Cigarettes 
+0 Get the SMOKE YOU WANT... 


DoDUO 


Drawn by John Buckley whose illustrations appear weekly in Pictorial Review 


SPECIAL TO ADVERTISING EXECUTIVES! Why try to build 
thick sales with thin media coverage? Why not put the 
weight of your advertising into your best markets, fit 
your circulation exactly to your distribution? Why not 


act on this: 


Only in PICTORIAL REVIEW can you buy separately 


without penalty... 


even for color... 


your choice of 


from one to ten of the nation’s biggest, most responsive 


Sunday Magazine Markets. 


Consider, also, these other unique values: “Mountain- 
peak” visibility for each adver- 


Distributed With 
The Sunday Issues Of 


MILWAUKEE SENTINEL 
PITTSBURGH SUN-TELEGRAPH 
BOSTON ADVERTISER 
LOS ANGELES EXAMINER 
SAN FRANCISCO EXAMINER 
SEATTLE POST-INTELLIGENCER 
NEW YORK JOURNAL-AMERICAN 
BALTIMORE AMERICAN 
DETROIT TIMES 
CHICAGO HERALD-AMERICAN 


tisement; undivided attention for 
your sales appeal because of no 
competitive product pages. 


Add to all this the unequalled 
street-by-street, market-by- 
market guidance of the famous 
Hearst Sales Operating Controls. 
Then decide to let PICTORIAL 
REVIEW help develop sales for 
you... beginning now. 


I 3-r7, 
—“_ 


Oar i in Pictorial Review 
you buy from 1 to 10 


ali "Sunda Magazine Markets. 


A HEARST 
PUBLICATION 
Represented 
Nationally 
By Hearst 
Advertising 
Service. 


ABC Picks Up 
3 Advertisers 
and $2,000,000 


New YorkK—American Broad- 
casting Co., moving to recover 
losses suffered from raids by CBS 
and NBC, last week lined up new 
business totaling nearly $2,000,000. 

The clients: Bruner-Ritter, Inc., 
a newcomer to network radio; 
Sterling Drug, which bought ad- 
ditional time on American, and 
Serutan Co., which is switching 
Victor Lindlahr from MBS to 
ABC. 

This new business must be bal- 
anced against time cancelations by 
U. S. Steel (“Theater Guild”) and 
Procter & Gamble (“Welcome 
Travelers”), which NBC wooed 
and won; Philco Corp. (Bing Cros- 
by), Illinois Watch Case Co. 
(Groucho Marx) and General Elec- 
tric Co. (“House Party”). Philco 
left ABC when Bing switched his 
allegiance from radios to cigarets 
—Chesterfields—to work on an- 
other network—CBS—and Marx’s 
sponsor moved him to Columbia 
to get in on the new “Bingsday” 
lineup there. General Electric can- 
celed “House Party.” 

Together this represents more 
than $3,000,000 in annual time bill- 
ings. 


a To be added to the credit side— 
along with the $2,000,000 contracts 
set last week—are time sales of 
$800,000 to Gospel Broadcasting 
Association, Los Angeles, and Voice 
of Prophecy, Glendale, Cal., pre- 
viously announced. 

Bruner-Ritter, which has ap- 
pointed Raymond Spector Co. to 
handle its advertising, will sponsor 
a 30-minute audience participation 
show over 187 stations starting 
Sept. 4. Time: Sundays at 9:30 
p.m., EDT. 

Hoping to emulate the Speidel 
Co.’s “Stop the Music” success with 
radio as a selling medium for 
watch bands, Bruner-Ritter, one 
of the largest manufacturers of 
watch bands for watch companies, 
has set aside $1,000,000 for adver- 
tising and promotion this year. 

The company, which has never 
before used network radio, is 
considering carrying the giveaway, 
which will star John Reed King 
as emcee, simultaneously on TV. 
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ADWOMAN OF YEAR—Mary McClung 
(right) general manager, New York Post 
Home News, and secretary of the AFA, 
presents a certificate to Mrs. Marjorie 
Child Husted of General Mills, symboliz 
ing her selection as “advertising womon 
of the year’ by the Advertising Fed. 
eration of America. 


In past years, Bretton watches 
have been featured in magazines 
and newspapers. 


es Serutan Co., Newark, will shift 
Victor Lindlahr’s nutrition discus- 
sions from Mutual to American as 
of Sept. 5. Mr. Lindlahr’s 15-min- 
ute program will be heard three 
times weekly at 10:45 p.m., EST. 
He has been broadcasting dail) 
over Mutual. Roy S. Durstine, Inc., 
is the agency. 

For some time, radio row dope- 
sters have rumored that Serutan 
would like to move Gabriel Heatter 
to another network, with ABC 
making a strong pitch for the bus- 
iness, but the commentator is un- 
der contract to Mutual. 

Sterling Drug, through Dancer- 
Fitzgerald-Sample, has started 
sponsorship of the Tuesday and 
Thursday episodes of “My True 
Story,” taking over from Libby, 
McNeill & Libby, which continues 
to air this drama other days of the 
week. 


Y&R Gets Shoe Account 


Young & Rubicam, New York, 
has been appointed to handle the 
advertising of Bostonian and 
Mansfield shoes for men and Bos- 
tonian Juniors for boys, made by 
Commonwealth Shoe & Leather 
Co. Commonwealth is said to be 
conducting the largest campaign 
in its history. 


WBIR Appoints Bolling 


Station WBIR, Knoxville, Tenn., 
has appointed Bolling Co. as its 
national representative. 


DEPARTMENT 
LINAGE 


STORE | 


UP 76% 
SINCE 1939” 


The reasons which lead Buffalo’s department stores 
to spend an ever-increasing portion of their advertising 
budgets in the Courier-Express are good reasons why it’s 


also your best medium. 

Your dollar buys MORE space ... MORE insertions in 
| the Courier-Express .. . MORE impact on the customers 
with the money to BUY your products. 


Competition’s Gain 50% 
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More Intensive 
Food Promotion 
Seen Developing 


New YorK—Suppliers will act 
nore and more on the idea that 
their goods are not sold until they 
reach the consumer, Rudolph L. 
Creuenfels, coordinator, Food In- 
justry Training Center, told the 
graduates of the City College 
School of Business recently in an 
address forecasting probabilities in 
food retailing five years from now. 

“Nobody can predict what new 
means or media of advertising may 
be in the retailer’s reach or used 
in his support by 1955,” Dr. Treu- 
enfels said, “but one can predict 
that advertising will be carried on 
with intensity. Today’s increased 
popularity of nationally advertised 
brands permits the assumption that 
brand consciousness will remain 
on the upgrade. More and more 
suppliers will act on the idea that 
goods are not sold when they are 
moved into a store but only when 
they reach the kitchen of the con- 
sumer. This is another reason to 
expect that advertising efforts both 
natuonally and locally will be given 
more weight and frequency.” 

Markets with a weekly volume 
above $6,000, of which there were 
hardly any in 1930 and relatively 
few in 1940, Dr. Treuenfels said, 
will run into the thousands in 1955. 
The increase, he said, “can be ex- 
pectea to favor the larger medium- 
size units as against those of giant 
proportions, of giant investment 
and giant risk.” 

Very small stores of the “papa 
and mama” type will still be op- 
erating five years hence, in Dr. 
Treuenfels opinion, but they will 
be reduced in number and even 
more in significance as trade out- 
lets. 

“Because margins will be tight 
and low operating costs the watch- 
word of the day,” he said, “de- 
mands on versatility and man- 
agerial ability will be high. Mer- 
chandising drive and skill will be- 
come even more decisive factors 
for success.” 


a Other factors and trends pre- 
dicted by Dr. Treuenfels include: 
Mounting demand for quality 
foods; improved prepackaging; bet- 
ter mastery of deep freezing fa- 
cilities; innovations in store ar- 
rangements and fixtures for the 
accommodation of convenience- 
minded customers; more diversi- 
fication of lines carried by food 
retailers; constant progress in mer- 
chandising techniques; elimination 
of bottle-necks at checking coun- 
ters; use of television as a mer- 
handising adjunct; more team- 
vork between wholesale houses; 
more chains of four or more retail 
vutlets. 

“Business magazines geared to 
he retailer’s needs will continue 
‘o be indispensable,” Dr. Treuen- 
els stated. “Advertisers may slant 
more of their messages appearing 
n trade papers to give more mer- 
handising advice. Editorial con- 
‘ents will give information on per- 
\inent trends, operation innova- 
‘ions, ways to boost sales prof- 
ably at low prices.” 


Telenews-INS Daily Newsreel 
ls Sold Out on WFBM-TV 


The Telenews-International News 
Service daily newsreel went on 
the air over WFBM-TYV, Indian- 
polis, with a full lineup of spon- 

ors when the station made its de- 
ut on Decoration Day. Union 
“ederal Savings & Loan Co. carries 
he newsreel three days weekly 
ind the roundup version on Sun- 
cays, 

Ohio Oil Co., through its deal- 
€r, Marathon gasoline, sponsors 
Telenews twice weekly on the 
Indianapolis station. 


Armour, Py-O-My Offer 
‘Chipped Beef Dinner’ 


Kitchen Art Foods, Inc., Chi- 
cago, has launched distribution of 
“3-Minute Chipped Beef Dinner,” 
combination product, which -in- 
cludes a jar of Armour Star sliced 
dried beef and a package of Py- 
O-My white sauce mix. 

The two-in-one package is being 
sold to the grocery trade by the 
sales force of Kitchen Art Foods 
and its broker organization. The 
company, which manufactures Py- 
O-My mixes and food specialties, 
plans no extensive advertising un- 
til distribution of the new product 
is built up. 


Evans Increases Budget 

Evans Case Co., North Attleboro, 
Mass., has tripled its advertising 
budget for the current year. The 
manufacturer of fitted handbags, 
compacts and cigaret lighters will 
use newspapers, magazines and 
radio. H. B. Humphrey Co., Boston, 
is the agency. 


Industry Policing 
Urged by Klumpp 
To Drug Association 


Hot Sprincs, Va.—Reorganiza- 
tion of the combined contact com- 
mittee of the American Pharma- 
ceutical Manufacturers Association 
and the American Drug Manu- 
facturers Association was urged 
here last week by Dr. Theodore 
G. Klumpp, for a “constructive, 
higher order of self-regulation.” 

Dr. Klumpp spoke to the APMA, 
of which he is president. He is 
also president of Winthrop-Stearns, 
Inc. 

He urged that the combined 
committee be streamlined and 
strengthened, so that it can work 
on questions bearing on “identity, 
strength, quality, purity and 
methods of assay of drugs and their 
designation on labeling.” 


Although Dr. Klumpp does not 
favor consolidation into a single 
| organization, he told the group he 
| believes “there are many regula- 
tory problems that can be solved 
on an industry-wide basis. In my 
opinion, many legal actions can 
be avoided by prior consultation 
and conference between represent- 
atives of the government and in- 
dustry.” 

Th APMA now has 201 members 
an all-time high, he reported. 


Turner Names Wesley 

Robert B. Wesley, formerly pres- 
ident of Atlas Film Corp., Oak 
Park, Ill., has been named an ac- 
count executive of Turner Adver- 
tising Agency, Chicago. 


Will Names Wolaver V. P. 


Dave G. Wolaver, account exec- 
utive, has been named vice-pres- 


ident of Will, Inc., Cleveland agen- 
cy. 


Write for detcils 


Practical Builder + 
5 South Wabash Ave., Chicago 3, illl, 


Building Supply News 


...and Add the Impact of Scotchlite- 


REFLECTIVE SHEETING 


€ 
Bational 
on 
HIGHWAY DISPLAYS 


If you have a product—or if your client has — which 
needs effective, economical selling on a national or 
a regional basis, you should know— 


National Advertising Company now offers far the 


largest, most efficient 


organization for erecting and 


maintaining highway displays from coast to coast. 


More than 90,000 highway displays are now selling 
the products of NADCO clients. 


*Reg. Trademark of Minnesota 
Mining & Mfg. Co., St. Paul, Minn. 


Pepsi-Cola ¢ 


. See Be ange oss Wee ua Pie I, 4 oak ee CAE 


NAMES THAT GO NATIONAL—Alemite @ American Broadcasting Company @ Auto-Lite ¢ Buick ©@ Burd Piston Rings © Chevrolet ©@ Chrysler 
Cooper Tire @ Dayton Tires © Devoe & Raynolds Paint ¢ Dodge-Plymouvth ¢ Du Pont © Evinrude Motors ¢ Fisk Tires © Ford @ Glidden Paints 
Hudson ¢ International Shoe Company ¢ Kaiser-Frazer @ Lincoln-Mercury @ Miller Brewing ®© Mohawk Tires @ Nash @ Oldsmobile © Pennzoil 


Philco @ Pontiac ¢ Quality Bakers of America ¢ 


Pyrofax «¢ 


If you add to this impressive, proved power, the 
added impact of “‘Scotchlite” Reflective Sheeting, you 
have an unbeatable outdoor selling combination at 
extremely low cost . .. a combination that sells 


night and day! 


Get all the details of any type highway display pro- 
gram anywhere in America simply by writing or call- 
ing National Advertising Company, Waukesha, Wis- 
consin (successor to Lee Larson & Company). 


ional Advertising Co. 


WAUKESHA, WISCONSIN 


Seiberling Tires ¢ 


U. S. Tires © Willys-Overland, and other sectional and local advertisers. 


Society Brand Clothes ¢ 


Studebaker 
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ABC Signs Sterling Drug 


Sterling Drug, Inc., has signed 
to sponsor the ABC broadcasts of 
“My True Story” Tuesdays and 
Thursdays from 10:30-10:55 a. m., 
PST. Libby, McNeill & Libby spon- 
sors the program on Mondays, 
Wednesdays and Fridays. Dancer- 
Fitzgerald-Sample, New York, did 
the placing for Sterling. 


Fennell Joins Webster Neon 


Robert T. Fennell, formerly vice- 
president of Claude Neon Corp., 
has joined Webster Neon Co., Mi- 
ami, Fla., in an executive capacity. 
Webster Neon Co. and Webster 
Outdoor Advertising Co. have 
moved to new quarters at 120-150 
Northwest 54th St., Miami. 


FILE CUTS, ART WORK 
PHOTOS, SAMPLES, ETc. 


S Dandy Storage Files 
Inexpensive fibre board vertical files that 
enable you to store a whale of a lot on little 
mm shelf space. No stack- 
™ ing. Made in 9 useful 
sizes -- 84 x 11 in. to 
11 x 14in. 1,2 and 
3 in. deep. Write for 
further information 
and prices today. 


WAUSAU, WIS. 


ANDY 
STORAGE FILE CO. Box 125-G 


‘Exhibit Featuring 
Union-Made Goods 
Attracts 200,000 


New York—The Union Indus- 
tries Show, held to increase sales 
of union-made products, which 
was featured recently at the Cleve- 
land Public Auditorium, will be 
repeated next year May 8 to 15 at 
Convention Hall, Philadelphia, ac- 
cording to Alexander Smith, head 
of Trade Union Advertising. TUA 
is an association of advertising rep- 
resentatives for leading labor pub- 
lications, associated with the Union 
Label Trades Department of the 
AFL, sponsoring group of the 
exhibition. 

The Cleveland show, which had 
an attendance of 200,000 and 200 
exhibits, was the fourth annual ex- 
hibit of its kind to promote the 
sale of union-manufactured pro- 
ducts to union members. 

Among the exhibiters at Cleve- 
land were: Schenley Distillers; 
General Mills; Kellogg Co.; Sears, 
Roebuck & Co.; Parker Pen Co.; Na~ 


| tional Biscuit Co.; Reynolds Metals 
| Co.; Radio Corp. of America; Dia- 
mond Match Co.; Crosley Radio 
Corp.; Lever Bros. Co.; Ansco; As- 
sociation of American Railroads; 
American Tcbacco Co.; Liggett & 
Myers Tobacco Co.; Reynolds To- 
bacco Co.; Philip Morris & Co. 
Ltd.; Lee Work Clothes; Old Spice 
Toiletries; Great Atlantic & Pacific 
Tea Co., and others. 

Thousands of samples of all 
types of products were given away 
during the show by exhibitors. The 
International Typographical Union 
set up and printed a daily news- 
paper about the show on the floor 
of the convention. 


Gets Furniture Account 

A. Brandt Co., Fort Worth, man- 
ufacturer of western styled furni- 
ture, has named the Chicago of- 
fice of MacDonald-Cook Co. to 
handle its advertising. 


Davis Appoints Myers 

S. F. Myers has been appointed 
director of sales of Davis Mfg. Co., 
Wichita, Kan., farm implement 
maker. 
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Iralian 


Old Style 


...inspired by the period of history 


—_ that produced Michaelangelo, 
a DaVinci and Gutenberg... 


Frederic Goudy with his exploratory 


sense of character and color 


designed this highly legible face. 


typography with 


WY ae 
A Ag 
me @ s gy 
ed e. 
: i 
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individuality and charm 


for you at... 


Ss 


CHICAGO 


LOS 


Monsen 


22 East Illinois Street 


ANGELES 928 South Figueroa Street 


of Railway Clerks is shown in animated 


‘ON-THE-JOB’ ACTIVITIES—The work performed by members of the Brotherhood 


style on this railroad diorama, built by 


Burton-Rodgers, Inc., Cincinnati display manufacturer, for the Union Industries Show 

in Cleveland. Centers of employment are shown in miniature scale; three trains travel 

the realistic scene, and more than 300 tiny figures are used to show the operation of 
an entire railroad system. 


ABC's Co-op 
Contest Keeps 
Sales Moving 


New YorK—By using a free trip 
to New York and Bermuda as an 
incentive to inspire station exec- 
utives to higher sales peaks, Amer- 
ican Broadcasting Co. not only has 
managed to counteract the usual 
seasonal slump in cooperative pro- 
gram sales but has made some 
sponsorship gains over last year. 

In March, ABC stations were 
divided into five groups on a basis 
of the number of cooperative pro- 
grams which they had sold. Thus 
a station with local clients for ten 
of the network’s 15 co-ops would 
compete with other stations which 
had done equally well. Stations 
were rated point-wise on the num- 
ber of additional programs sold; 
more points were allotted for 
relatively expensive shows. 

Two winners were chosen from 
each station category, with the 
stations’ personnel selecting their 
own representative to enjoy an 
all-expense vacation to New York 
and a flying visit to Bermuda. 


a Those to be entertained here 
during the week of June 20 by 
American are: Bob Walker, ac- 
count executive, WCHV, Char- 
lottesville, Va.; Fred Elsethagen, 
assistant sales manager, KVOS, 
Bellingham, Wash.; Dennis Ger- 
ken, account executive, WCRO, 
Johnstown, Pa.; E. P. Mills Jr., 
commercial manager, WELL, Bat- 
tle Creek, Mich. 

Also: Harold Vigue, account 
executive, WTVL, Waterville, Me.; 
Harmon Duncan, manager, WDUK, 
Durham, N. C.; Pat O’Halloran, 
account executive, KPQ, Wenat- 
chee, Wash.; Thomas G. Nelson, 
account executive, KGA, Spokane, 
Wash.; John A. Lang, sales man- 
ager, KWRN, Reno, Nev., and Bill 
Hoover, assistant manager, KADA, 
Ada, Okla. 

ABC’s list of 14 co-ops currently 
has more than 800 sponsors. Abbott 
& Costello went off last week. After 
more than a year of trying, the 
screen comedians had never been 
able to attract more than 50 buy- 
ers at any one time. 


ws In some fields ABC co-ops have 
made strong gains over their po- 
sition a year ago. Dairies, house- 
hold appliance companies, building 
suppliers and newspapers predomi- 
nate among the new clients. In 
other fields sales are off sharply. 
| Sealtest milk products through N. 
|W. Aver & Son carries Dorothy 
| Dix—a program added since last 
| year—in 49 markets. 

Best-selling co-ops, according to 


Harold B. Day, program sales and 
promotion manager of the divi- 
sion, are: Martin Agronsky, with 
127 sponsors; Baukhage, 92; Break- 
fast in Hollywood, 82; Headline 
Edition, 79; Dorothy Dix, 72, and 
Elmer Davis, 67. 


Plasta-Film Makes 
Bow in Houston; 
Plans $300,000 Drive 


GEORGETOWN, Tex.—A new all- 
purpose polish, Palmer’s Plasta- 
Film, has invaded the market with 
an initial campaign in Houston and 
plans to spend $300,000 on news- 
paper and radio advertising as 
distribution is expanded during 
the next six months. 

Latest entry in the field is man- 
ufactured by Palmer Chemical Co 
and is a plastic-base protective 
polish. Introductory copy promised 
consumers that one application 
of Palmer’s Plasta-Film will last 
four to seven months, and that 
a single bottle, retailing at $1.50, 
will replace conventional glass, 
car, furniture, metal and _ floo 
polishes, saving the consumer an 
average of $1.31. 

Full-page ads in the Housto 
Chronicle, Post and Press intro- 
duced the polish in that market 
following a two-week teaser cam- 
paign which employed a hit movie 
appeal. Newspaper ads termed PP- 
F the “Greatest film ever pro- 
duced,” said it was “eight years in 
the making,” and was “coming t 
Houston soon.” Radio spots en- 
hancing the illusion of a _ sensa- 
tional movie were aired 26 time: 
daily over KATL, KCOH, and 
KTHT, and posters similar to th¢ 
newspaper teasers were used !! 
buses. 

The company plans to continu 
with large-space ads in the thi 
Houston dailies and the Citizen 
Newspapers, as well as five spol 
daily via KX YZ, all playing up the 
ease of application, diversity 
use and durability of the all-pi 
pose polish. 

Stephen B. Booke & Co. ac 
Kamin Advertising, both of Hot 
ton, are jointly directing the cai:- 
paign, which aims at event 
national distribution and prom>- 
tion following a market-by-ma'- 
ket expansion. 


' > @ 


' 


NIAA’s NY Chapter Elects 


The Industrial Advertising As- 
sociation of New York has elect 
Robert D. Towne, vice-preside"' 
of W. L. Towne Agency, preside! :! 
He succeeds Charles W. Shuge ' 
assistant to the advertising man- 
ger of Shell Oil Co. Other new o'- 
ficers are: John G. Kasten, Ke- 
yon & Eckhardt, Ist vice-presider ' 
Harry W. Smith, Harry W. Smith 
Inc., 2nd vice-president, and Sid- 
ney E. McCrum, Wickwire Spence! 
Steel Division, secretary-treasure! 
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contin \ For coke (lower-case ‘‘c’’) means a certain type of fuel—and nothing else. 
1 
citi n But Coke (upper-case “C”) means Coca-Cola—and nothing else. 
g up th It is perfectly understandable that people not directly concerned often 
all-pu'- forget this distinction. But what may seem to you a trivial matter is a 


ae vital one to us. For the law requires us to be diligent in the protection 
»f Hous- 

he calii- 
event these frequent reminders. 


nm j= 
5 95 ll 5. a *Coke = Coca-Cola 
; Your cooperation is respect- 


of our trade-marks. Hence 


Both are registered trade-marks that 
fully requested, whenever 


= distinguish the same thing —the 


sing As- 
deo r Coke in print. 
reside! | 
Shuge " 


g man i- >| . 

new o!- THE COCA-COLA COMPANY 
sn, Ken- 
reside! | ' 
T, Smith | 
and Sid-@ | ) 
Spence! | COPYRIGHT 1949, THE COCA-COLA COMPANY 
reassure! : | 


you use either Coca-Cola or product of The Coca-Cola Company. 
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Which do you want 


us to deliver... Statistics or Customers? 


We’re good at both, but confidentially we’re better at bringing 
home the bacon. Not long ago a perfume manufacturer stacked 
us up against some pretty tough going. After studying the statistics 
and getting nowhere, he decided to test his copy in REDBOOK and 
a big circulation woman’s magazine. 

He dropped in a keyed offer in small type. But it wasn’t for 
free—the gals had to come up with 10¢. The cost per inquiry of 
the other magazine was 26% higher than that of REDBOOK. All of 
this despite the fact that, at the time the returns were counted, 
the other magazine had had five days’ more exposure to its readers 
than REDBOOK. 

This could probably happen to any good magazine, but there’s 
a reason why it keeps happening to REDBOOK—the young people 


1,969,000 
Total circulation 
e 1948 and Ist 
4 
quarter of 
1949 


REDBOOK readers are excited about fashion, home furnishing and 
personal appearance. They have: 

Two million families to feed 

Two million homes to beautify 

Four million ears to dab with perfume 


who are buying REDBOOK in ever-increasing numbers, do so because 
they want to read it! 

And because we're so sure that they’re giving it a careful reading, 
we want advertisers to give us the inquiry test. 

In the first nine months of 1948 a drug advertiser saw enough 
of REDBOOK performance to pit us against a big circulation woman’s 
magazine and another general monthly. 

He wanted to know the answer on the basis of pulling power per 
100,000 circulation. REDBOOK out-pulled the woman’s magazine 
by 21% and the other monthly by 46%. 

If inquiries mean anything to you, why don’t you use a maga- 
zine like REDBOOK whose newsstand sales are on the up-grade—and 
whose total circulation is at an all-time high? 


Newsstand 
circulation 1948 
and Ist quarter of 
1949 


Four million legs to fill your hosiery 

Four million feet to grace with your shoes 
As usual, we can dig up the statistics if you want them, but we’re 
positive that we can deliver the customers with millions of wants 
which will help you hang up sales records. 


McCall Corporation 
444 Madison Avenue, New York 22, New York 
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PHOTOGRAPHIC REVIEW ° 
OF THE WEEK 


OFFICERS OF AD FEDERATION—In this group of AFA officers, Patterson, Farm Journal, treasurer; Robert Heinz, Boston Store, 

taken at the Houston meeting, are Ira DeJernett, DeJernett Ad- Milwaukee, vice-president; S. W. Schellenger, Buckeye Union 

vertising Agency, Dallas, vice-president; Mary McClung, New Casualty Co., Columbus, vice-president; Elon Borton, AFA 

York Post Home News, secretary; Helen Carroll Corathers, Julius president; George S. McMillan, Bristol-Myers Co., chairman of 
» Mathews Special Agency, Philadelphia, vice-president; Graham the board. 


HONEYMOONER—The new Mrs. H. W. Pittenger, who is assistant to Ned Tollinger, 

head of West Coast activities for Mutual Broadcasting System, relaxes beside 

the pool at Hotel Del Mar while on her honeymoon. Husband “Ted” is a Young 
& Rubicam copywriter in Hollywood. 


i Ae te 


. 
in s 
per 
zine WORCESTER TAKES THE HONORS—Robert P. Anderson, governor of the First 

District, AFA, and Gilbert Sundberg, president-elect of the Worcester Advertising 

Club, collect three trophies for club achievement from Elon Borton, president, PROCLAMATION—Industrial Advertising Week is proclaimed binger, Buffalo Forge Co.; Merle Wilcox, R. C. Neal Co.; Norman 
iwa- Advertising Federation of America, at the AFA convention in Houston. by Buffalo’s Mayor Bernard J. Dowd as a salute to the 27th FF. Hadley, Hadley Displays; Sam Crowell, Holling Press; Kenneth 
a annual conference of the National Industrial Advertisers Asso- G. Niblack, Melvin F. Hall Advertising Agency, and Herbert 


ciation June 12-15. Conference committee chairmen of the 
Buffalo chapter, NIAA, are (left to right, standing) Gordon 
Campbell, publishers’ representative; John E. Owens, Buffalo 
Business; John V. Cockin, American Optical Co.; Fred B. Stu- 


S. Spencer, Durez Plastics & Chemicals. Seated at the desk 
with Mayor Dowd is Beulah C. Hartman, president, Buffalo 
League of Advertising Women. Approximately 1,000 delegates 
are attending the meetings and panels. 


TESTIMONIAL—The smiling faces of the men at the speakers’ table listening to A. C. 
Bunn, in whose honor the luncheon was held, belong to Vincent J. Kelley, Jann & 
Kelley; Gerald Carew, vice-president of Story, Brooks & Finley, and Herbert Beyea, 
general manager of Hearst Advertising Service. They are listening to Mr. Bunn, who 


ve’re 
yants 


recently retired from Jann & Kelley. 


AT DEDICATION—tLeft to right are John Cowles, president of the Minneapolis 

Star and Tribune; Dr. J. L. Morrill, president, University of Minnesota; Robert Mc- 

ean, president of the AP and of the Philadelphia Bulletin; and Erik Boheman, 

jwedish ambassador to the U. S. Dr. Morrill and Mr. McLean were principal speakers 
at the Star and Tribune's first civic dedication dinner held May 24. 


COLUMBUS LOVELIES—Stan Schellenger (in the black bra) was 
inducted into the ranks of past presidents of the Advertising 
Club of the Columbus Chamber of Commerce in a skit put on 
at the season’s closing meeting. Beauties in the cast were 
(seated, left to right) Paul Kelly, Kelly & Lamb Advertising 
Agency; Harry Simons, G. Edwin Smith Shoe Co.; Dr. Kenneth 
Dameron, Ohio State University, and Harold Lee, Columbus 
Engraving Co. Middle row: Gordon Gardner, Columbus Dis- 


patch; Mr. Schellenger, Buckeye Union Casualty Co.; C. B. 
Tracewell, Columbus Engraving Co.; Gus K. Bowman, Byer & 
Bowman Advertising Agency; E. C. Harriman, Lubal, Inc.; Joel 
Burghalter, Byer & Bowman, and Dr. H. H. Maynard, Ohio 
State University. Back row: Jim Humphreys, Ohio Fuel Gas Co.; 
Parker Bloser, Zaner-Bloser Co.; Al Hedrick, Harry M. Miller, 
Inc., and Delmar G. Starkey, Columbus Chamber of Com- 
merce. 
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Kiley to England Brothers 
Joseph W. Kiley, formerly sales 
promotion manager of Genung’s, 
Inc., New York department store, 
has been named to the newly crea- 
_ ted position of sales promotion di- 
rector of England Brothers, Pitts- 
field, Mass., department store. 


Simmons-Boardman Moves 

Simmons-Boardman Publishing 
Corp. after 22 years has moved its 
Chicago editorial and advertising 
offices from 105 W. Adams St. to 
79 W. Monroe St. 


AMA Chapter Elects Bangasser 


Paul Bangasser, of Bangasser & 
Associates, Seattle, has been 
elected president of the Puget 
Sound chapter of the American 
Marketing Association. Other new 
officers are: Howard T. Storie, 
Seattle Post-Intelligencer, vice- 
president; Prof. Louis C. Wagner, 
University of Washington School 
of Business Administration, treas- 
urer, and William H. Flood, U. S. 
Department of Commerce, secre- 
tary. 


G-E Promotes Hoffman 

John D. Hoffman has been 
named to the newly created posi- 
tion of manager of direct sales of 
air conditioning and commercial 
refrigeration products of the air 
conditioning department of Gen- 
eral Electric Co., Bloomfield, N. J. 
He was formerly manager of sales 
of the switchgear divisions in Phil- 
adelphia. 


94 per cent 


ALLEN-KLAPP CO. . . 


delivered by carrier! 


... The News-Sentinel is delivered by carrier to more 
than 9 out of every 10 homes in the City of Fort Wayne 

. 94% of total net paid circulation including city zone, 
trading zone and “All Other” is carrier delivered. 


Home Coverage: 99% of City Zone 
plus 43% of Retail Trading Zone 


The News-Sentinel 


Fort Wayne, Indiana 
NEW YORK . . 


CHICAGO. . DETROIT 


. 


“Next time fill up with the 


Go Farther 


GASOLINE” 


pea an. 


BIGGEST OUTDOOR CAMPAIGN—One of a series of three cartoon-type 24-sheets 

to be used on the Pacific Coast this summer by Signal Oil Co., Los Angeles. The 

company will use 1,000 outdoor units in 84 cities and towns for the largest outdoor 
campaign in its history. Barton A. Stebbins, Los Angeles, handles the ‘account. 


Signal Oil to Use 
1,000 Outdoor Posters 
in Summer Campaign 


Los ANGELES—The biggest out- 
door advertising campaign in its 
history began for Signal Oil Co. 
the first week in June. 

Augmenting its consistent use 
of bulletins and painted walls, 
Signal will use more than 1,000 
24-sheet and other outdoor units 
in 84 cities and towns on the Pa- 
cific Coast. In all but a few mar- 


kets, where availabilities were 
limited, 100% showings will be 
used. 


The 24-sheets will be used from 
June through September, when 
outdoor travel is at its peak. A 
series of three posters will be used 
one month each over the four- 
month period; there will be a two- 
week period between showings. 


YOU WANT 


Geyer Publicati 


HIS EAR 


He is an office executive— one of the 10,000 OFFICE MAN- 


. AGEMENT AND EQUIPMENT executives in the nation who 
influence or decide the purchase of office methods, systems and 
equipment. 


He is an OFFICE MANAGEMENT reader — because OFFICE 
MANAGEMENT is the on/y business magazine devoted exclu- 
sively to Ais interests. 

He buys through OFFICE MANAGEMENT — because this 
publication is his authority on improved office layout, systems and 
methods, new products, and the most advanced information affect- 
ing his duties. 

He is a volume customer. 

He is your customer —- when you sell through OFFICE MAN- 
AGEMENT, “the office executive’s own magazine”. 


OFFICE MANAGEMENT 
and Equipment 


The Office Executive's Own Magazine 
212 Fifth Ave. + MUrray Hill 9-4411 


GEYER PUBLICATIONS — Est. 1877, Publishers of GEYER’S TOPICS, OFFICE MANAGE- 
MENT AND EQUIPMENT, THE GIFT and ART BUYER, SPORTS AGE and Trade Directories. 


* New York 10, N. Y. 
Magazine Publishers Since 1877 


Posters will highlight the “go 
farther gasoline’ theme which the 
company has used for the past 
ten years. Cartoons by Tony Bar- 
low are being used for their at- 
tention value. Copy for each of the 
posters will be the same: “Next 
time fill up with the Go Farther 
Gasoline.” 

The painted boards also will use 
a cartoon. Both the posters and 
the painted boards will plug Sig- 
nal’s radio show with the line 
“Hear ‘The Whistler’ CBS-Sun.” 

Although the program has con- 
sistently been in the first 15 of 
the Pacific Coast Hooperatings, 
and has for the past nine months 
topped all Pacific Coast advertis- 
ers’ shows in size of audience, this 
will be the first time Signal has 
mentioned the show in its other 
advertising. 

Barton A. Stebbins, Los Angeles 
advertising agency, handles the 
account. 


NIAA Group Elects Conway 
The Western Washington chap- 
ter of the National Industrial Ad- 
vertisers Association has elected 
Michael E. Conway, advertising 
manager of Pacific Car & Foundry 
Co., Seattle, president. Other of- 
ficers are: Beale McCulloch, Secu- 
rity Printing & Lithographing Co., 
Seattle, vice-president; Henry 
Hornlein, Sweden Freezer Mfg. 
Co., Seattle, secretary, and John 
M. Smith, Standard Oil Co. of 
California, Seattle, treasurer. 


Martin Appoints Seidenbaum 

William G. Seidenbaum & Co., 
New York, has been appointed to 
handle the advertising and promo- 
tion of the Martin Custom Tire 
Corp. Newspapers, magazines and 
trade publications will be used 
for the new Martin nylon-rayon 
squeege tire and the Martin cus- 
tom built inner guards. 
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Brown Warns Liquor 
Wholesalers of Big 
Distillers’ Aims 

Boston—Only the independent 
distiller prevents a major part of 
the distilling industry from “going 
direct” and shifting to integrated 
distribution, George Garvin Brown 
III, executive vice- -president, 
Brown-Forman Distillers Corp., 
told the Wine and Spirits Whole- 
salers of America here last week. 

Mr. Brown warned that, as the 
whisky market becomes more com- 
petitive distillers will begin load- 
ing wholesalers who are in turn 
expected to load dealers. He fore- 
cast that distillers will offer 60- 
day, 90-day or an unlimited amount 
of credit, but warned that this 
“windfall” may lead to the whole- 
saler’s becoming “a captive of the 
distiller.” 

“If the wholesaler permits him- 
self to become entirely dependent 
on the products of any one dis- 
tiller, he encourages the elimina- 
tion from the market of those in- 
dependent companies which, by 
their very existence, give the 
wholesaler some bargaining 
power,” Brown warned, adding 
that he knows it isn’t easy for 
wholesalers to remain completely 
independent, since “bigness in any 
industry requires that maximum 
possible control of distribution be 
obtained at all levels.” 


@ If wholesalers are to be free 
and strong, he said, they must (1) 
do an outstanding job in their mar- 
kets so that distillers need them; 
(2) let their own salesmen do most 
of the selling, not banking on dis- 
tiller representatives, and (3) 
watch credit carefully. 

Independent distillers are a bul- 
wark for wholesalers, the Brown- 
Forman executive asserted, adding 
that independent distillers are 
competing successfully for mar- 
kets. “The independent may have 
fewer brands,” he conceded, “but 
he competes with the biggest in 
price and in the dollars per brand 
he is spending for advertising and 
promotion.” 

“Your real security lies in a 
balance of economic bargaining 
power between distillers and 
wholesalers,” he warned, adding 
that if “you will switch your think- 
ing to the independents, you will 
come out over the long run with a 
higher profit, despite any price 
changes which may loom ahead.” 


Closing Aug. 15, 1949 
Publication Sept. 28, 1949 
Regular Rates Apply 
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THE TIMBERMAN 


@ 519 S.W. PARK AVE. @ 


PORTLAND 5, OREGON 


BONUS CIRCULATION 2,500 OVER REGULAR 10,000 DISTRIBUTIO? 


SAN aie, ES joie 4 a Pie. - Se es ; Roget ey sy he PEN era awa ee beer ae Sh 
2A se isu << Ree By bli. a te oS cgi : < he i Pele hey ere ee ee ee es eee ae & : Wee 
oF a se: ae oa ; * : Wie are 2 Seam la ie : eS . ‘ PM a ne arnt — € Be uci et > ak ae ; igi ES ins tae a ummm 
; ae age ec aes sian: ~ ieee — = 2 ee: 
a 
ee 46 " | 
E Pe ye ! 
‘ aN 
& A ~~ a 
i > Oe 
a eA | fi | 
a. . I \ i Ad Ss 
eae : of terf fe! Cit * ee (2a a _- 
Py n ‘ at a \ fi a SOL 
r'4 4 \ 7 J s ie 
sale oe 3 rane a na wills easel ' 
aa eae ‘ ee | Sep 
ne url 
me FOR ‘ Qui 
oe Photography Advertising, Sales a ask 
and} <7 7 ws WRITE POR BOOKLET r 
sai oo ANYWH servic 
ee Soaps shal 
peat PHOTO-REPORTING 2° 
aise. Pe 38 PARK PLace  WEWARK 2. all, 
= | | hus 
oy as 
RARE * I cc om 
: a eC 
al 
a) ili 
are oe and 
‘ 4 | “ha 
ae lar 
7% mq be q coon 
jou 
hai 
live 
| ee a 
; he 
ee: ion 
cae oe vee 
ee vin 
vit) 
pres 
Lor | 
ee ee ee ee 2 
vith 
five 
c Pa (=== m7 “ib > -al 
3 a, (GO P | : <4 e 
ee aa = # PP 
; IT y (Ju 
caer Za I ~ => > 
eT Ht _ nosaeast a | 
ae ; Bar 
ey ‘ he 
sai If Yi turer of Office Equipment... ; 
Si ou re sine 
a he 
fee i, (lige wer 
nee ae with 
eae Ss — Tor 
hed {3 mov 
j - , roin 
td me | , 
a et We, | Oliv 
- ’ mot: 
: f ; ute 
eins ; ; te ion 
: : | pe : rr 
La uiz 
es ; ~» SS 
ee Ags : i 
ee . | >. whe 
‘ici ' ' tend 
' . Mk eo NOW 4. 13-y 
eae , — e . j 
=. = der SP° x ud 
Peas a n or gle teat a vin 
a , — Se ete 
“at i ms ao fae F — mn, 35 # : < ” 3 a oe 7 
bs —— eH ha’ a lic] 
— shh ZS y was = Sl Sa liar 
mr eet e. Numbers ; 
oes =e por a . a now 
a Fake — An tea y Men, ys ie. om 
a ae — pif 3 rE Hs “ 4 % te ee we ¥ Ww “¥ ‘ e- 
oP a a he 4 ere ys Se ae ari 
et | a > A Ny AN 
ee . 7 S, : ¥ \ ' . “a Tt 
aN of N a ‘Bi an. ; Yi : a shovy 
aoe a ; — ) 4 , ng i 
vria : i / : . : x" Asti y 4 : 
apna, OM 5 54 ~ AYA ak x -— s A : P ce leve 
eo q a ‘The FotesP Produ WdGsiry's ° ti 
erage: a a 
“1 nee - .: a j ie 
oC ce fe . & ye lo 
7“ i s ‘ 
a , a 
: iri 
re ew 
er : - bLumM 
ao, Ks ' 7 — : ho 
ale a ne 
ra 5 — " 
ae : e }h ae x ee 
ie is K RC 
te _ tCti(Ci‘Cidr W 
ee the 
i ia ee 
ac MEE 01s — Business und 
‘aa Ban 
ee Te _ 
a eee : aso 
: ’ ; : a i : fake roe a 7 pets tal 5 : A pai 7S 
eh “a 7 : ¥ ac atc ete Sa Sh ie aca ate aie on ca Pree Se pai ron aurea ages — Spt ge ss rae hahah eae Sok SESS Ren ee Sanyo ee Saree Bac Pars rs eee OPE ny nD 


endent 
part of 
“going 
grated 
Brown 
ident, 
Corp., 
W hole- 
. week. 
as the 
‘e com- 
1 load- 
n turn 
e fore- 
fer 60- 
amount 
at this 
whole- 
of the 


is him- 
vendent 
ne dis- 
limina- 
ose in- 
ch, by 
ve the 
aining 
adding 
isy for 
pletely 
in any 
ximum 
tion be 


ve free 
ust (1) 
ir mar- 
| them; 
do most 
on dis- 
d (3) 


> a bul- 
Brown- 
adding 
rs are 
r mar- 
iy have 
d, “but 
gest in 
r brand 
‘ing and 


s in a 
gaining 
rs and 
adding 
r think- 
‘ou will 
1 with a 
y price 
ahead.” 


ed 
@* 


BUTION 


dvertising Age, June 13, 1949 


Local Sponsors 
elp to Develop 


Future Quiz Kids 


Miles’ Plan Supported 
by Banks, Retailers; 
Good Foods Starts Test 


ELKHART, InND.—Starting next 
September, local sponsors may 
urn up a record crop of potential 
Quiz Kids to answer those puzzlers 
asked by Joe Kelly on Miles Lab- 
oratories’ network radio program. 

The plan to develop sectional 
champions, launched by Miles last 
all, has generated a lot of en- 
husiasm* among school kids. It 
as attracted a variety of non- 
competitive sponsors, ranging from 
a cookie company to banks, in lo- 
al communities where NBC af- 
filiates carry the popular question- 
and-answer show. 

The program got its start when 
harles S. Beardsley, Miles’ chair- 
nan, decided something should be 
done to aid the bright-brained 
youngsters who had almost no 
hance to compete because they 
live far from Chicago and the NBC 
studios in the Merchandise Mart. 

he idea was to duplicate the na- 
ionwide Quiz Kids program on a 
local basis so that, through a 13 
veeks’ process of elimination, one 
shild wins out over 44 others. This 
vinner is then sent to Chicago, 
vith all expenses paid, and is 
presented with a $100 savings bond 
for appearing on the national show 
vith Joe Kelly, in competition with 
five other children from other lo- 
“al programs. The local winners 
appeared on the show yesterday 
(June 12). 


# In Elkhart, the First National 
Bank undertook sponsorship of 
the local show last October, and it 
has been run _ successfully ever 
since. As Elkhart is the home of 
he national sponsor, heavy guns 
were put behind the production, 
with performances staged each 
fonday night in the city’s largest 
movie theater, with the broadcast 
going out over Station WTRC. 
Oliver B. Capelle, Miles’ sales pro- 
motion manager who has substi- 
uted as chief quizzer on the na- 
ional show when Joe Kelly was 
ill, handled the Elkhart show as 
uizmaster. 

Quizmaster Capelle officiated 
when Radio Mirror reporters at- 
tended the broadcast at which a 
13-year-old junior high school 
student was judged the quarterly 
vinner and sent to Chicago to com- 
pete with four winners from Flint, 

lich., Baton Rouge, La. Wil- 
liamsport, Pa., and Denver. The 
ine issue of the magazine tells 
how Miles and the local sponsors 
pre developing future Quiz Kids 
»y having them appear first in the 
yarious cities where the NBC out- 
ets are located. 
Thus far, the national Quiz Kids 
show has used two panels consist- 
ng of local winners, and Miles be- 
ieves the program will give the 
tional show new freshness, as 
‘ell as arouse keen interest in 
ilies where local shows are de- 
loping new talent. 


More than a dozen stations have 
pb. rticipated in the local contests 
ring the past school year, and a 
«w plan to continue through the 
simmer months even though the 
Kk hools are closed. Good Foods, 
liic., Minneapolis, launched a test 
or its Skippy peanut butter last 
‘eek with one of the shows on 
K ROC, Rochester, Minn. 

WNBC, New York, will begin 
the local shows next September, 
under sponsorship of the Savings 
Bank Association of Greater New 
York, and several upstate markets 
also may adopt the program en a 


aoe 


local basis. 

Other sponsors to date have in- 
cluded Jack’s Cookie Co., via 
WJBO, Baton Rouge; the First Na- 
tional Bank, via WTIC, Hartford, 
Conn.; Carter-Heide department 
store, over WAML, Laurel, Miss.; 
Midwest Dairies, WMC, Memphis; 
Rusterholz-Rossell, Chrysler 
dealer, via WSYR, Syracuse, N. 
Y., and Lundy Co., wallpaper and 
paint retailer, via WRAK, Wil- 
liamsport, Pa. WTTM, Trenton, 
and KOA, Denver, have carried 
the show on a sustaining basis. 


s Local sponsors pay station time 
costs and share with Miles the 
travel bill and Chicago expenses of 
the regional winners. Louis G. 
Cowan & Co., which produces the 
national show, helps out with ques- 


tion lists for the sectional com- 
petitors. School authorities pick 
the most likely winners in the in- 
tra-city competition. 

Miles, through Wade Advertising 
Agency, Chicsgo, has just re-signed 
the Quiz Kids show on a 160-sta- 
tion NBC network to start Sunday, 
Sept. 11, 2:30-3 p.m., CDT, and to 
appear on the full NBC-TV net- 
work of 19 stations, starting 
Wednesday, Sept. 7, at 9-9:30 p. m., 
CDT. Both programs, for Alka- 
Seltzer, are under 52-week con- 
tracts. 


Westinghouse Ups Fraser 


K. W. Fraser, assistant to the 
vice-president in charge of sales, 
has been named manager of the 
Canadian Westinghouse Co., Ham- 
ilton, Ont. 


Dallas Adclub Elects 


P. M. Rutherford Jr., advertis- 
ing manager of the Dallas Power 
& Light Co., has been elected 
president of the Dallas Advertising 
League. Mrs. Jerry Porter, of the 
Dailas Times Herald, has been 
named Ist vice-president and T. | 
J. McHale, advertising manager of 
“Dallas,” Chamber of Commerce 
publication, 2nd vice-president. 
Clifton Blackmon, Chamber of 
Commerce advertising and public 
relations director, has been re- 
elected secretary-treasurer. 


Moynihan Named V. P. 


Edward Moynihan, who joined 
Hiram Walker’s distributing sales 
staff in 1942, has been named a 
regional vice-president of Hiram 
Walker, Inc., New York. He will 


be in charge of marketing Walker 


47 


brands in eastern states from 
Massachusetts to Washington. He 
has been vice-president and gen- 
eral manager of the distributing 
house since 1946. 


Families are bigger, eat better 
in San Francisco’s "BEST CIRCLES” 
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Compare SALES potential 
...City vs. Trading Zone 


In the 8-County trading zone part of San Fran- 
cisco’s 9-County Bay Area market (according to 
Sales Management's 1949 copyrighted survey)... 
¢ live 67% of this market’s families 
e with 59% of the effective buying income 
e who spend on food (for example) $86 
MORE per year per family than do San 
Francisco city families 
Advertisers equipped with such data tend to see 
the San Francisco market as NOT like Detroit 
—MORE like Boston. With The Chronicle offer- 
ing you all-market selling opportunity! 


for The City’s big stores . . 
feature national brands. The Chronicle influences both kinds of 


in department store linage . 


m A a Bas Bie Ie * 


San Jose 


Mi. 


Build brand preference where it counts 
...in rewarding suburbs around “The City”...with 


ads aplenty in The Chronicle 


rit - Milanta «San Francisco - Los 


OTS OF FAMILIES with children and incomes to afford commuting 
live in San Francisco’s trading zone. They're fine customers 
. and for local community grocers who 


spending. For The Chronicle is well read in better-buying suburbs 
as in better-income city neighborhoods. If you’re wondering how 
The Chronicle, without top city circulation, leads year after year 
. study our trading zone coverage! 


k CO., National Representatives 
Angeles 
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WFIL-TV Issues New Rate Card 


Television Station WFIL-TV, 
Philadelphia, has issued its fifth 
rate card, with a 35% increase in 
hourly rates on preferred times. 
The new card also for the first 
time separates Class A and Class 
B times. Prior to June 1, all time 
was listed at $400 an hour. Under 
the new rates, based on more than 
150,000 sets in the Philadelphia 
area, Class A time will be sold 
for $550 an hour and Class B time 
for $450. 


Two Name MacDonald-Cook 


MacDonald-Cook Co., Chicago, 
has been appointed to handle the 
advertising of Haddorff Piano Co., 
Chicago, and the advertising for 
the new Soprani Amphiphonic 
piano accordion made by Continen- 
tal Music Co., Chicago. 


WANTED 


Astute time buyers, that pew. a 
good ,—- & oe er re > = = 
ase con any Pau ym - 

+ Petentative about KIOA. As Des @ 
Moines’ only 10,000 Watt* station, 
KIOA will serve you admirably in 

@ lowa's abundant market. Cove . 
maps, program schedules, and avail- 
abilities are yours for the asking. 


- #10,000 Watts day, 5,000 Watts night . 


10,000 Watts daytime 
5,000 Bae night 
1040 K 

. MUTUAL FOR .. bd 
DES MOINES. IOWA 


James D. Woolf Talks... 


Salesense in Advertising 


Registered 


Thompson 


ideas and 


successes. 


Be Yourself in Your Ads 

In a certain midwest city is a 
store that operates under the name 
of BIG BOB FEED & SUPPLY CO. 
It deals in grain, hay, feeds, ferti- 
lizer, seeds, garden supplies, etc. 

All over town and for miles 
around, the owner of this store is 
familiarly greeted and referred to 
as “Big Bob.” He is a huge man, 
65”, and tips the scales at %7 
stone. Unlettered, rough-and- 
ready, and an appalling assassin 
of the King’s English, Big Bob is 
nonetheless liked by his customers 
for his earthy, back-slapping 
friendliness. 

The principal thing that is wrong 
with Bob’s operation, which is 


James D. Woolf, famed copywriter and 
former vice-president 


of 6, 
is writing 


Walter 


Company, this 


monthly series of discussions on tested 


basic advertising principles. 


While the series is aimed primarily at 
the small business man who may be a 
neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 


fairly successful, is his advertising. 
His copy is so out of key with his 
character that it is ridiculous. Big 
Bob subscribes to a syndicated 
copy service. Last week, in a news- 
paper ad featuring garden supplies, 
there appeared a poetic effusion 
over Big Bob’s name that opened 
up in this vein: “Spring unlocks the 
flowers to paint the laughing soil.” 
Now that doesn’t sound like Bob. 
Such fancy talk is utterly beyond 
his powers, and everybody knows 
it. What makes the ad such a trans- 
parent fake is the fact that the 
copy is written in the first person, 
and the reader is asked to believe 
that Big Bob actually penned it. 
If Big Bob talked that way to 


eee! 


over the 1939 catch. 


years. 


power. 


Florida’s 67 counties. 


For more readers per dollar . ... 
. . in the growing Florida market, use the pages of 


reader . 


On the basis of the average @ la carte order, Florida 
supplied approximately 68 million shrimp cocktails for the 
menus of America last year. 
pounds represented an increase of more than 200 per cent 


The total of 16,973,397 


The increase is important because it is typical of the 
growth of almost every Florida industry during the past ten 
It is added evidence that Florida is a growing year 
’round market with greatly diversified sources of buying 


Ic happens that in Florida, the Tampa Morning Tribune, 

f the Florida Times-Union and the Miami Herald circulate 
jf in the markets where 78 per cent of Florida’s effective buy- 
ing income is concentrated . . . 
average of 90 per cent plus, and family coverage* in 45 of 


with a home-delivered 


for more dollars per 


Florida’s three big morning dailies. 


"20 per cent to 100 per cent family coverage. 


MIAMI 


FLORIDA TIMES - UNION 


Jacksonville - 


National Representatives: . Reynolds-Fitzger ald, Inc. . 


National Representatives - Sawyer-Ferguson-Walker Co. 


HERALD 


National Representatives -Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 


his customers over the counter 
they would think he was as nutty 
as a slab of peanut brittle. “Spring 
unlocks the flowers to paint the 
laughing soil!” 


Beware the Stock Stuff 


The easy way to handle your ad- 
vertising problem is to subscribe to 
one of the syndicated boiler plate 
copy services. There’s nothing to 
it—the only thing you will have to 
write is your name. 

Yes, that’s the easy way. But 
unfortunately it is not, in most 
cases, the smart way. The stock 
syndicated canned copy services 
used by thousands of local adver- 
tisers are, even when intentions 
are of the best, a pretty poor thing. 

One trouble is the fact that syn- 
dicated copy reads like syndicated 
copy, looks like syndicated copy, 
is patently stock stuff. There is 
something unnatural and unreal 
about much of it; it is as empty 
of local “feel” and folksiness and 
warmth as a letter from the Bureau 
of Internal Revenue; but—worst 
of all—it is so dreadfully imper- 
sonal. It fails wholly to reflect the 
personality of the man who al- 
legedly writes it. 

And, of course, a great deal of 
syndicated “advertising” is fright- 
fully silly. A lot of it is nonsense 
written to entertain rather than to 
sell, and much of it is not planned 
and written by qualified ad men; 
it is produced by fourth-rate car- 
toonists and humorless gag-writers 
who know less about advertising, in 
any real sense, than I know about 
nuclear fission, which is nothing. 


Your Business A Personality 


You are proud of your business; 
it is your lifework, the realization 
of your dreams, the culmination, 
perhaps, of years of sacrifice and 
struggle. Your business is YOU— 
the product of your imagination, 
your intelligence, your philosophy, 
your faith, your energy. 

Your advertising is your mouth- 
piece, your public-opinion-forming 
vehicle. Its dignity of form and ex- 
pression, its sincerity, what you 
say in it, the ideas you voice, the 
words you use weigh heavily in 
your efforts to acquire for your- 
self and your business a winning, 
confidence-building personality. 


a Every business, for better or for 
worse, does have a personality. 
Syndicated boiler plate ad services 
are certain to do a meaningless and 
even hurtful job as your personal 
mouthpiece. 

What does some “clever” writer 
in some far-away place know 
about you and your business phi- 
losophy? And what does he know 
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about your town and the people in 
it? 


Two Recommended Procedures 


1) Write your copy yourself, >, 
have it written for you by one of 
your associates or your employes 
with your help. 

2) If this isn’t feasible, e:n- 
ploy the skilled services of a lova! 
outsider who knows you, your 
business, and your community, 
and then give him all the time he 
needs for close collaboration with 
you. 

Let me tell you about the ad- 
vertising of Sell & Sons Mercantile 
Company of Pittsburg, Kan. Its 
slogan—“SMILING SERVICE’ — 
means what it says. 

John Sell himself writes the 
store’s ads, 5 inches over two 
columns, which appear every day 
in the year, Sundays included. Mr 
Sell’s copy is as friendly as Dag- 
wood Bumstead’s puppies, and as 
local as the newspaper’s society 
column. Each ad refers pleasantly 
and entertainingly to a resident 
of the community, and during the 
year hundreds of local citizens wil! 
see their names and the names of 
their friends in print. 


e# As an example, one excerpt 
from a typical piece of John Sell’s 
copy will suffice: “ ‘When a man is 
happy in his home,’ says Delbert 
Lehman, ‘he is happy in his work, 
and happiness is the pathway to 
success.’ And Delbert can add that 
folks who install a Youngstown 
Kitchen in their homes are happy, 
for that eliminates work for 
mother.” 

You can bet that Delbert Leh- 
man got a kick out of that, and so 
did all his friends. And you can 
also bet that Sell & Sons couldn't 
achieve this kind of effect with 
syndicated canned copy. 

The results? “We know that the 
whole community reads our ads,” 
says Mr. Sell, “and every day we 
have calls for the items described 
in our copy. Our 15 salesclerks try 
to keep up the smiling friendliness 
of our advertising, and we have 
lots of fun selling merchandise. In 
1948 our sales hit the $200,000 
mark, a volume we think is pretty 
good for Pittsburg. I never know 
from day to day what our ads will 
be. On the day before they are 
printed, I literally write them as 
I wander up and down the aisles 
of our store and chat with custo- 
mers.” 


Fitth Army Re-names Shaw 
Fifth Army headquarters has 
reappointed John W. Shaw Adver- 
tising, Chicago, to handle its re- 
cruiting campaign in the 13-state 
Fifth Army area for 1949-50. 


TRY THIS ON YOUR PHONE 


. Write or Phone for 


one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions 


FAITHORN CORPORATION 


.» -You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 
your production 
requirements. 


Ad-Setters « Engravers ¢ Printers 
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N, 
& 
g 
& 


400 N. Rush St., Chicago 11 * WHitehall 4-2300 
DAY AND NIGHT 


PRINTING 


SERVICE 
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ying eh Ooo Appliance Linage: 133,851 Chicago’s retailers of electrical appliances measure newspaper 
ena Her.-Amer. memes advertising power by RESULTS at the cash register. In 1948 they 
iby ae chose the Chicago SUN-TIMES to carry more than half of all 
plete (Media Records, Feb 1—Dec. 31, 1948) their daily newspaper advertising linage. These merchants know 
nical “iene i iil the Chicago market intimately. The Daily SUN-TIMES is their 
ol TOTAL CIRCULATION 6 43 939 consistent first choice for broad coverage, high ad-visibility and 
si Average Net Paid Daily 5 response that pays off at the cash register. Profit by their ex- 
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Lever Launches Campaigns 
to Promote Premium Offers 


Lever Bros. Co., has launched a 
magazine and Sunday newspaper 
drive to promote its premium offer 
of a “Neptune’s daughter” scatter 
pin for 35¢ and two wrappers from 
Lux soap. The offer runs until 
September, and was timed for re- 
lease of M-G-M’s film of the same 
name. Copy will appear in The 
American Weekly, Family Circle, 


Life, This Week Magazine, True 
Story, Woman’s Day and Woman’s 
Home Companion and 17 Sunday 
newspapers, and will be plugged 
on “Lux Radio Theater.” J. Walter 
Thompson Co. is the agency. 
Lever also is promoting an offer 
of three Rogers silverplate tea- 
spoons for 50¢ and a Lux flakes 
boxtop. Lux flakes boxes are 
carrying details of the offer, which 
is being backed by a heavy adver- 
tising schedule and store displays. 


job alone. 


LONG BEACH 
CALIFORNIA 


They live in Sweden. However, if they 

lived in America, you'd be bidding for their 
business, wouldn't you? You bet you would! 
IF, for example, they lived in Long 

Beach, California, you'd try to sell them 
through the one newspaper that could do the 
.. the Long Beach Press-Telegram! 
WHY CAN THE Press-Telegram do the job 
alone? Simply because, in Long Beach, outside 
media scarcely scratch the surface, while the 
Press-Telegram goes into more than 2 out of 
every 3 homes every day of the week! 


Press-Telegram 


Represented Nationally by CRESMER & WOODWARD, Inc. 


SET FINAL PLANS—Members of the Advertising Association of 
the West's host club committee who made final arrangements 
in Vancouver June 26-30 include, 
left to right: Don Laws, Station CJOR; Claire Hicks, Vancouver 


for the 46th | conventi 


Board of Trade; D. T. Braidwood, Sutton, Braidwood & Morris; 
J. W. Toogood, Vancouver Sun; F. H. Elphicke, Station CKWX, 
Edythe Johnson, Vanceuver Board of Trade; Howard DeCew, 
DeCew Lumber Co., and Harold Merilees, B. C. Electric Co. Ltd. 


Appoints Norman Reader 


Norman Reader, public informa- 
tion director of the French Na- 
tional Tourist Office in North Am- 
erica, New York, has been named 
chairman of the advertising and 
publicity committee of Representa- 
tives in America of European 
Travel Commission, which will 
shortly start a joint advertising 
campaign in this country to ac- 
quaint Americans with foreign 
travel in the off season. 


Miss Wallin to Goehring 

Hilkka Wallin, formerly with L. 
S. Ayres & Co., Indianapolis, has 
been appointed merchandising copy 
chief of Jack Goehring Co., New 
York. 


Purnell Joins ‘Newsweek’ 
Samuel F. Purnell, former Chi- 
cago sales representative of Na- 
tion’s Business, has joined the 
Chicago sales staff of Newsweek. 


volume and there'll be no 
blind alleys either. Look to 
WSIX and Nashville now! 


Those native dancers are swell 
— but that still leaves you up 

an alley for sales .. . So take 

a look at these market figures 

in WSIX’s 60 BMB counties — 
that is the rich Nashville trade 
area where 1,321,400 people 
spend more than $654,888,000 
in retail outlets each year... 


WSIX can get your share of this 


WSIX gives you all three: 


and WSIX-FM 


ABC AFFILIATE + 


National Representative: THE KATZ AGENCY, INC. 


MARKET, COVERAGE, ECONOMY 


5000 W 
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* 980 KC 
* 97.5 MC 


Mobiloil Signs Go 
Up Immediately 
After Big Race 


Los ANGELES—Duplicating its 
feat of last year, General Petro- 
leum Corp. ran full-page ads re- 
porting that the winner of the 
Indianapolis race on Memorial Day 
used Mobiloil, in the bulldog edi- 
tions of the Times and the Exam- 
iner that hit the street at 6:00 p. m. 
that same holiday. The same copy 
ran in 185 newspapers in the seven 
Pacific Coast states with the same 
almost split-second timing. 

Twenty-four, sheet posters were 
up in Los Angeles and many other 
coast cities by 7:00 a.m. the fol- 
lowing day. Two-sheet posters 
used in stations were slower get- 
ting up, with posting in most cases 
beginning Tuesday afternoon. 

Several calculated risks had to 
be taken to get the timeliness 
which was considered important in 
that the greatest impression could 
be obtained by running the ads 
while the race was still a headline 
story. The risk existed because, 
of the 32 cars in the race, only nine 
were using Mobiloil. 


# Copy for the ad was in the hands 
of the newspapers well in advance 
of the race, with instructions to 
stand by for an okay to run, and 
telegraphed copy to be inserted. 
In this case in addition to the name 
of the winner, the fact that a new 
record was set was included in the 
last-minute copy. 

A potentially greater risk was 
taken with posters, which were 
actually printed in advance. Inas- 
much as General Petroleum 
couldn’t be sure it had the winner, 
no commitments could be made 
for showings, so posters were put 
up only where it already had paper 
up. 

For dealer tie-in, more than 
15,000 “Mobilgrams,’ which are 
facsimiles of standard telegrams, 
were printed up and sent to all 


dealers by first class and air mail 
special delivery. These contained 
the same basic copy as in the ad 
and were put up at the stations 
where they could be seen by mo- 
torists. 

Although General Petroleum is 
a Socony-Vacuum company, ‘it op- 
erates autonomously, but in this 
case the Mobilgrams were also sent 
to Magnolia Oil in the South and 
Lubrite in Chicago, both Socony 
subsidiaries. 


we In the belief that the greatest 
impact on the public was imme- 
diately following the race, follow- 
up will be confined to selling the 
dealers on the superiority of the 
company’s oil. Now in the plan- 
ning stage is a tour by Bill Hol- 
land, who won the race, during 
which he will attend dealer meet- 
ings with the winning car and tel! 
some of the interesting sidelights 
of the event. 

It didn’t happen this year, bu! 
General Petroleum officials an 
its agency, West-Marquis, still ge' 
a chuckle out of some of the re- 
actions to their similar promotion 
last year. One local commentator 
took ten minutes on the air to 
proclaim the race was “fixed,” be- 
cause how else could the compan) 
have moved so fast in getting their 
ad in the paper? 


Union Oil Promotes Three 


Lawrence Wolff, manager 0! 
sales of Union Oil Co., Los An- 
geles, has been appointed assistant 
to A. C. Stewart, vice-president in 
charge of marketing. Roy Linde, 
manager of the company’s north- 
west territory, has been named 
manager of general and foreign 
sales. F. K. Cadwell, district sales 
manager for Tacoma, Wash., suc- 
ceeds Mr. Linden. 


Monument Mills to Reimers 


Monument Mills, Inc., Housa- 
tonic, Mass., bedspreads, has ap- 
pointed Carl Reimers Co., New 
York, to handle its advertising. 


Appoints von Zehle Agency 


William von Zehle & Co., New 
York, has been named to handle 
the advertising of Allied Proces:es, 
New York and Newark. 


He r ecord 


each month 


of the finest perfume 


and cosmetic advertising | 


BEAUTY 


FASHION . 


Also publishers of DRUG AND COSMETIC INDUSTRY. 
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No War, Schism, 
yne Tells ABP 


in Calm Letter 


No All-Out Attack on 
Controlled Books, He 
Promises of Campaign 


New YorK— The Associated Bus- 
iness Publications has no intention 
of initiating a war nor splitting 
the business paper field into two 
camps, James G. Lyne, ABP pres- 
ident and publisher of Railway 
Age, said in a letter to all mem- 
bers last week. 

Mr. Lyne denied that ABP had 
any intention of dictating to ad- 
vertisers or to the Audit Bureau 
of Cireulations in enacting a reso- 
lution opposing the auditing by 
ABC of unpaid portions of cir- 
culation. “ABP has both the right 
and the duty to express itself.. 
on a matter of a change in ABC 
policy which touches fundamen- 
tally the welfare of the kind of 
papers ABP represents,” he com- 
mented. 

The question of circulation aud- 
iting “will continue to be dealt 
with in the spirit of friendly dis- 
cussion and with no dictation or 
‘pressure’ as far as ABP is con- 
cerned upon anybody,” he prom- 
ised. 


s He also denied that ABP con- 
templates an attack in its promo- 
tion on the policy of free circula- 
tion. “Your new president has no 
such intention and he knows of no 
member of the new executive com- 
mittee who favors any such pro- 
gram,” he declared. ABP’s pro- 
motion will play up the advantages 
of paid circulation “publicized 
positively and not by attacking 
other methods of circulation ...we 
shall endeavor to tell a construc- 
tive story of paid circulation but 
not even that to the neglect of 
other promotional activities,’ Mr. 
Lyne reported. 

The ABP president pointed out 
that publishers of general media 
who own business papers have 
lived peacefully in ABP. “There 
is no reason within ABP why an 
equally friendly understanding 
should not be maintained with 
publishers who have controlled 
circulation papers as well as the 
paid circulation papers by which 
they hold their ABP member- 
ships,” he wrote, adding that “if 
hostilities should arise, someone 
other than ABP will have to start 
them.” 


= He confirmed the withdrawal 
of 18 papers from ABP (AA, June 
6) but said the association had 
gained a “couple of new members 
on the strength of our resolutions 


Mon circulation. We know that there 


will be more.” 

Mr. Lyne’s letter pointed out that 
ABP’s stand had retained as mem- 
bers “a good many publications 
which would have withdrawn from 
membership had ABP failed to 

ike a positive stand reaffirming 

1e principle of paid circulation . 

@ sine qua non of membership in 
ir association.” 

Mr. Lyne described ABP as a 
Strong group of “121 publications 
with no doubt about the princi- 
bles for which it stands, and with 
én income and budget amply pro- 
tortioned to the constructive ef- 
forts on behalf of constantly im- 
proved business publishing which 
it has carried on in the past and 
is going to continue to carry on 
without interruption.” 


Leaves Monument Mills 


Walter Dillard has resigned as 
assistant to the president of Monu- 
ment Mills, Housatonic, Mass., 
textile manufacturer. 


Grueninger Reelected 


Walter F. Grueninger, of Edi- 
torial Publications, Inc., has been 
reelected president of the Hundred 
Million Club of New York City. 
Lawrence G. Chait, Wall Street 
Journal, and A. Gardiner Gibbs, 
McGraw-Hill Publishing Co., have 
been reelected vice-presidents, and 
Helen Buckley, Parents’ Institute, 
treasurer. Florence Klauer, Par- 
ents’ Institute, has been named 
assistant treasurer, and Muriel 
Gilmore, Mailings, Inc., secretary. 


AMA Award to McCormick 

American Management Associa- 
tion has awarded the 1948 Gantt 
Memorial medal for “distinguished 
achievement in industrial manage- 
ment as a service to the commun- 
ity” to Fowler McCormick, chair- 
man of International Harvester 
Co. 


Ford Promotes Lenhardt 


Byron R. Lenhardt, parts and 
accessories sales manager in the 
Atlanta district, has been named 
accessories sales manager of the 
Ford division of Ford Motor Co., 
Detroit. 


all 


UN’s Bunche, Others 
to Address Meeting 
of Negro Publishers 


New York—Dr. Ralph J. Bunche, 
acting United Nations mediator 
for Palestine; B. M. McKelway, 
president, American Society of 
Newspaper Editors, and Jack C. 
Gafford, advertising director, Ap- 
VERTISING AGE, will deliver major 
addresses at the tenth annual con- 
vention of the Negro Newspaper 
Publishers Association, June 16 to 
18 inclusive, at Washington, D. C. 

Dr. Bunche will receive the 
John B. Russwurm Award for his 
contribution to the advancement 
of democratic ideals in 1948. The 
citation is named for the publisher 
of the first negro newspaper in 
America. 

Other speakers at the conven- 
tion will include: Cranston Wil- 
liams, general manager, American 
Newspaper Publishers Associa- 
tion, and G. S. Philips, controller, 
Washington Post, who will dis- 


51 


cuss employe compensation and, kle has been named assistant sales 


benefit plans. 

Particular attention will be given 
during the convention to committee 
reports on publishing costs, circu- 
lation, news coverage, editorial 
features and public relations. 
Thomas W. Young, president of 
the association and publisher, Nor- | 
folk Journal and Guide, will pre-| 
side. | 


Dazey Names Edrington | 


W. G. Edrington, formerly divi- 
sional sales manager of Ekco Prod- 
ucts Co., Chicago, has been ap- 
pointed general sales manager of | 
Dazey Corp., St. Louis, manufac- 
turer of Dazey churns and Dazey | 
kitchen appliances. Adele J. Ber- | 


manager. Miss Berkle has been 
with the company for 24 years. 


| More than 
25 years of... 

Mounting and Finishing® 
‘POINT of PURCHASE” 
“= cardboard display material > 


QUALITY SERVICE 
DEPENDABILITY 


MANDELL MFG. CO. 
SUperior 7-0545 


356 W. Ohio St. 
CHICAGO 10, iLL. 
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GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, 


stent aii 


Gives you a better value, dollar 
for dollar, than any other medium 
in this highly important field. 


NEW YORK 


YOUR BEST sacesmAN...PPINTING INK 


products, have found that life-like color — 


With competition growing keener,experienced 


merchandisers are depending more than ever 


on selling aids that have proved resultful. 


One such sales booster is COLOR—printing 


ink on the advertising pages of magazines and 


newspapers, on displays, on packages, on cans. 


Can manufacturers and those 


who sell canned 


either on labels or lithographed on metal — 


catches the prospect's eye at the point of sale. 


Turns the prospect into a customer. 


Let color make your advertising, your mer- 


chandising, even more successful. Remember 


that printing ink is yowr best salesman. 
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Sides Form in Fight 
over Whiskies Aged 
in Reused Barrels 


WaASHINGTON—Distillers are 
choosing up sides for a sharp 
fight next month over regulations 
which the Treasury’s Alcohol Tax 
Unit has proposed to speed the 
disposal of spirits which have aged 
in reused cooperage since the war. 

Existing advertising and label- 
ing rules credit whiskies only for 
periods they age in new oak con- 
tainers. Industry members have 
protested that spirits stored in re- 
used barrels during periods of 
wartime shortage are now virtu- 
ally unsaleable. 

Industry sources estimate that 
there are probably 5,000,000 gal- 
lons of spirits in reused cooper- 
age. While this would be only 
about 1% of all reserves, it is a 
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AUTOMOTIVE 
SERVICE 
SHOPS 


“The Master Mailing List"’ 


Most complete, most accurate, most 
effective Automotive Service Shop 
Mailing Lists available — at lowest 
rates. Used regularly by large direct 
mall advertisers. Over 143,000 verified names 
incl. 47,000 Car Dealers; 75,000 Repair Shops; 
12,000 Fleets; 8,000 Automotive Jobbers. Ad- 
dressing to any shop classification by states. 
Write for detailed state counts, rates—complete 
folder FREE on request. 


MOTOR SERVICE Siicuco se uuinots 


CHICAGO 6, ILLINOIS 


substantial item to Publicker and 
to a group of brokers who re- 
portedly control most of it. 


a National Distillers and Schenley, 
among the “Big Five,” will almost 
certainly oppose the plan to give 
equal status, for labeling and ad- 
vertising purposes, to spirits aged 
in reused cooperage. 

They argue that there is a dif- 
ference in taste. Moreover, they 
claim that many distillers con- 
tented themselves with such new 
cooperage as they could get during 
the war, and did not “gamble” on 
substitutes. 

The regulations, subject to pub- 
lic hearing beginning July 11, re- 
lax advertising and labeling rules 
so that the term “age” means the 
period during which American 
type whiskies, other than corn 
whiskies, have been kept “in 
charred new oak containers, plus 
any prior period of storage in re- 
used charred oak containers.” 


Hemo Goes To Canada 


Hemo, malted milk food drink, 
is being introduced to the Cang- 
dian market by the Borden Co., 
Toronto. Introductory copy in 
1,000-line space follows teaser ads 
in metropolitan dailies. Now being 
made in Canada, this product was 
formerly imported in small quan- 
tities. Young & Rubicam, Toronto, 
is the agency. 


McKim Names Dennis V. P. 


Carl Dennis Jr., formerly man- 
aging director of Erwin, Wasey of 
Canada, Montreal, has been ap- 
pointed vice-president of McKim 
Advertising, making his head- 
quarters in the Montreal office. 


Mm ELAX: - 
FORGET ABOUT YOUR 
CIRCULATION 


DEPARTMENT 


We do the complete job of: 
© Daily List Maintenance! 


Fulfillment Service! 


© ABC Statements. Micro-rec- © Nation-wide Newsstand Dis- 


ords and Correspondence! 
Want more information? Write or call: 
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Was 9-3773 


tribution! 


COMPLETE CIRCULATION MANAGEMENT FOR BUSINESS PUBLICATIONS 


© Regular Renewal Follow-up! 
© Subscription Sales Promo- © Addressing and Complete 
tion! 


Stop fretting about snarled up circu- 
lation problems. Do as many other 
publishers of paid and controlled pub- 
lications have done . . . turn your 
complete circulation problem over to 
us...and watch the immediate 
improvement. 


You Ougtt toKnow e« « A.M. Andersen 


Direct mail advertising is one of 
the oldest promotional devices in 
existence, yet to whole categories 
of American business it’s as new 
and untried as television. 

So says A. M. 
Andersen, Chi- 
cago manager of 
the direct mail 
division of the 
Reuben H. Don- 
nelley Corp., who 
has undoubtedly 
sold more large- 
scale advertising 
in the direct mail 
field than any 
other man. 

“This type of 
advertising hasn’t even been dis- 
covered yet,” he declares. “I sup- 
pose it’s our fault.” 

For 25 years Andersen has been 
evolving an adaptation of the 
medium for big business which, 
despite his pessimistic utterances, 
is now accepted as standard by 
many of the largest advertisers. It 
is the means they use to tie in 
their local dealers with their na- 
tional advertising efforts in such 
a way that the recipient of the 
advertising materials identifies 
the product with the local outlet 
and the local outlet with the pro- 
duct. 


A. M. Andersen 


s Andersen’s personal history can 
scarcely be separated from the his- 
tory of this type of advertising. 
They have grown up together. 
“Back in 1924 I was traveling 
Kansas with a line of kitchen furn- 
iture,” he says, “and sold a car- 
load of cabinets to a dealer in a 
little town. It was my biggest sale 
and I was confident that the dealer 
would become my biggest customer 
—he seemed to do things that way. 
On my next trip I couldn’t wait 
to get back to that town. I had 
a brand new order book just for 
him. But when I arrived, I found 
the whole damn carload of cabinets 
in his store. He hadn’t moved one. 
“T decided then that goods were 
not really sold until they got into 
the hands of the ultimate con- 
sumer. The need, as I saw it, was 
not for more pressure on the dealer 
to buy, but for methods to help 
him sell. I wired my boss and 
spent the next week in the town 
running a_ special campaign— 
mostly we used _ hastily-written 
post cards. Only after the inven- 


tory was gone did I have a cus- 
tomer again.” 


# Some friends in Andersen’s 
home town of Nevada, Ia., had set 
up a concern for compiling lists of 
automobile owners. They obtained 
the names from registrars of motor 
vehicles. They offered him a job 
selling the lists to retailers who 
would use them in promoting busi- 
ness. The lists were accurate— 
brought up to date each year. 
Everybody on them owned a car 
—logical prospects for automotive 
service and supplies and probably 
for other things, too. This looked 
like the kind of selling Andersen 
believed in, and he took the job. 

The business grew and when, a 
few years later, the company was 
bought by the Donnelley corpora- 
tion, Andersen was one of the men 
retained by the new owners. He 
traveled the country selling lists, 
training salesmen to sell lists, and 
attempting to train retailers to 
use the lists effectively. 


s But, as time went on, Andersen 
became convinced that he was go- 
ing about dealer-help advertising 
backwards. 

“Dealers, even the best of them, 
did not have the setup to run 
advertising programs,” he says. 
“Even when they received good 
advertising literature from _ the 
manufacturers of the goods they 
sold, and even when they got well- 
nigh perfect lists from us, plus 
complete instructions, they often 
botched the job. It wasn’t their 
fault. They were busy, and they 
didn’t have the people to handle 
the details—getting the literature 
imprinted with their names, 
getting mailing instructions from 
the post office, addressing the en- 
velopes, stuffing them, and stamp- 
ing, sealing and mailing. Gen- 
erally, the material never got into 
the mail at all. It gathered dust 
on shelves. Even if mailed, it 
usually was mailed late and the 
effectiveness of timely campaigns 
was almost entirely lost. I don’t 
think that one dealer in a hundred 
can consistently handle the details 
of a carefully thought out dealer- 
help campaign.” 

So Andersen began to concen- 
trate not on dealers but on manu- 
facturers, persuading them to con- 
tract with Donnelleys to handle 
the entire dealer-help program so 
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ban areas. 


mily newspaper. 


© pasis 


Mr. Santos is a typical Filipino businessman. 


Aggressive and alert, 
downtown Manila and speaks fluent Eng- 
lish. His favorite afternoon newspaper is 
the EVENING NEWS which reaches his 
desk early in the afternoon. 


The English language EVENING NEWS co- 

vers metropolitan Manila and the subur- 
Being an evening newspaper 
it reaches the Filioino homes and is a fa- 


The RAMON ROCES group consists of nine 
publications including the EVENING 
NEWS and LIWAYWAY, the leading 
Tagalog weekly. 
in native dialects. Together they make 


he has offices in 


up the only group to reach effectively 
Filipino buyers from the northernmost 
part of Luzon down to Mindanao. The 
RAMON ROCES group covers them all 
by dialect sectors and buying groups with 
a readership of over 2,000,000. 


Issue one space contract, supply English 
language mats or cuts and your advertis- » 
ing will appear in the leading English 
evening paper and the dialects in all im- 


portant Philippine markets. 


The others are printed 


MANILA ¢ PHILIPPINES 


Consult your advertising agency or write for 
further details to our United States, Re- 
presentative: 
270 Park Avenue, New York City, Tel. 
Murray Hill 8-4777. 
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that the local outlets would have 
practically nothing to do excep; 
reap the benefits. 


ws Today such campaigns comprise 


almost two-thirds of the Donnel! 
direct mail business, although so: 
of its other activities, such as ccn- 
test judging, premium mailing and 
couponing, get more public +t- 
tention. 

Most campaigns are completely 
handled by Donnelleys—the crea- 
tive work and printing as well as 
list compilation and mailing. An- 
dersen has sold programs to many 
of the largest units in the auto- 
motive and allied fields, and many 
others have become important 
users. Among the latter are leading 
manufacturers of home appliances 
and building materials. 


# On the point that automobile 
owners are good prospects for 
other products besides cars, tires, 
petroleum products, and acces- 
sories, he tells of meeting a monu- 
ment man in Georgia once when 
he was loafing between trains. 

“I didn’t have anybody to talk 
to,” he says, “and here was this 
old chap sitting on a slab of granite 
across the tracks. I went over anc 
we talked about the monument 
business and finally about my bus- 
iness. 

“*Ah think Ah’ll buy your lists 
for these states down here,’ the 
man said. ‘Just what Ah need.’ 

“When I told him the price—it 
figured in thousands of dollars—he 
grinned. Kind of dismayed, I asked 
him what he intended to do with 
all of those names. By this time 
I liked him. ‘Ah’m going to sell 
tombstones by mail,’ he declared 
He wrote out the big check and 
gave it to me. ‘When Ah make a 
million, Ah’ll give you a watch,’ 
he told me. 

“Regularly, each year thereafter, 
I sold him—or, rather, he bought 
—the new compilations. Regularly 
he wrote out a sizable check. He 
made no comments on his business 
Five years after his first order and 
two years before he died, he gave 
me a watch that had 21 jewels and 
a 14-carat case. I don’t think he 
made a million, but it’s a cinch he 
sold tombstones.” 


ws Andersen, an Iowa farm boy, 
observes that many business men 
with rural beginnings look back 
to their early days with nostalgia 

“Not me,” he says flatly. “I 
still feel like a fugitive from that 
farm. Nobody ever hated farms 
and farming like me. I didn’t even 
get to play football until my senior 
year and then I missed the home- 
coming game because the crops 
weren’t in.” 

He lives in Flossmoor, a suburb 
to Chicago’s south, notable for 4 
high density of agency executives 
He has a wife, a_ ten-year-old 
daughter, and a reputation for be- 
ing something of an enigma. A 
few years ago he bought two large 
farms near the old homestead a! 
Nevada and now spends as much 
time as he can busying himsee!! 
out there. 

“They’re a terrible headach:, 
Andersen says. 


Standard Oil Names Campbe!! 


Don Campbell, formerly pul ic 
relations assistant to the vie- 
president of the American Lo: 0- 
motive Co., Schenectady, N. Y., 
has been named copy chief in ‘he 
public relations department 0! 
Standard Oil Co. (Indiana), C1- 
cago. 


Appoints Schulhoff Agency 


Marcel Schulhoff & Co., New 
York, has been named to han ile 
the advertising of Associated Bi by 
Carriage Dealers, Inc. Newspap2's 
and direct mail will be used. 


Bayes Appoints Moss 


Bayes Mfg. Co., New York, /14 
appointed Moss Associates, New 
York, to handle advertising { 
Toolmaster pocket size tool 
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No. 3321. Better Homes & Gardens 
Reports on Families Building 
New Homes. 


Better Homes & Gardens has 
published this study—the fifth in 
a series made for the magazine 
by F. W. Dodge Corp. Findings 
show what magazines are read 
and preferred by families building 
new homes, types of homes they 
lived in before building, and age 
groups of heads of families build- 
ing new homes. 


No. 3322. Here Is Your Data. 


Market and media data are pro- 
vided in this booklet issued by 
National Engineer, official publi- 
cation of the National Association 
of Power Engineers, serving the 
men responsible for supplying in- 
dustrial and service establishments 
with heat, light, power and other 
services. The booklet reports an 
analysis of equipment superin- 
tended and/or operated by the 
publication’s readers, and con- 
tains a reader analysis work sheet, 
an analysis of editorial content 
and a detailed circulation report. 


No. 3323. Cooking and Heating 
Survey. 

Wallaces’ Farmer & Iowa Home- 
stead has published this survey 
of its Iowa farm subscribers, re- 
porting use of electricity and bot- 
tled gas, heating and cooking 
equipment, plans to purchase cook- 
ing stoves and heaters, types pre- 
ferred and why. 


No. 3324. Power and Fuel for Ap- 
pliances and Heating. 


Household homes’ ownership of 


refrigerators, kitchen ranges and 
heating equipment are reported in 
this study published by Capper 
Publications. It also reports types 
of power or fuel used for major 


appliances, and percentage of 
homes using various types of fuel 
broken down by places of from 
2,500 to 100,000 or more population, 


No. 3325. Facts About Capper’s 
Weekly Families. 


Size of families; number of per- 
sons, by age and sex; number of 
rooms in house; ownership of pas- 
senger cars, trucks and tractors; 
place of residence (farm or non- 
farm) and many other facts about 
its readers are reported in this 
study, published by Capper’s 
Weekly. 


No. 3326. Analysis of Media Avail- 
able to Three Dimensional Ad- 
vertisers. 


Jenter Associates, exposition 
counselor, has issued this bro- 
chure containing illustrations and 
descriptions of scale models, sche- 
matic visuals, small type sectional 
shows, dioramas, re-use of mate- 
rials for different size shows, and 
many other displays and exhibits 
used by numerous well known 
advertisers. 


No. 3309. Steel Data File. 


This folder, issued by Steel, 
carries five data sheets, including 
information about the metalwork- 
ing market, its plants, employment 
and production, processing and 
fabrication of metals. 


NOTE: Inquiries for items listed above will not be serviced beyond July 25. 


USE COUPON TO OBTAIN INFORMATION 


100 E. Ohio St., Chicago 11, Tl. 


CITY & ZONE 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 
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POSTER | 
ADVERTISING 
PAINTED DIS 


ie 


SPECTACULAR 
ELECTRICS 


OBSCURE SPECIALIST 


GETS JOB OFFERS 

This little story has to be told in gen- 
eral terms to preserve confidential in- 
formation, but its moral may prove 

rofitable to you: A man with certain 

ighly specialized qualifications of lim- 
ited applicability wanted to get into 
the agency business. He was earning 
$7,000 in another business. As the result 
of a $20 ad here in these classified col- 
umns of ADVERTISING AGE, he got 
two offers from agencies—one at $9, 
from a small agency, another at $11,000 
from a big agency ... mighty fine div- 
idends from a $20 investment. Maybe 
this will suggest something to you— 
who knows? 


ground as advertising manager, space buy- 


date. a isp ; 


r cord discounts on muyitiple 


HELP WANTED 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


Do you realize that good advertising men 
in smaller cities make $10,000 and $15,- 
000 ...that their money goes farther... 
and that their families enjoy life a great 
deal more? We are working too hard (a 
small group of account men handling $1,- 
000,000). Help you become part of the 
community, put you in a country club, 
help you make a life in a fine, decent 
community full of good schools and col- 
leges, where air, green grass, space to turn 
around in aren't at a premium! 5 minutes 
from office. Write for appointment in Chi- 
cago or here. 

Box 2457, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 

GEORGE WILLIAMS CO.—Personnel 
209 8S. State St., HA 7-2063, Chicago 


WANTED 

Editor who knows heavy construction field 
intimately to assume full editorial charge of 
construction publication with national dis- 
tribution. Excellent opportunity with well- 
known business paper publishing firm. 

Box 2496, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Chicage trade publication with two week- 

lies and two dailies has opening for head 

of advertising makeup department. Good 

opportunity for mature woman or man 

content with steady but static spot. 
Box 2498, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Exceptional opportunity for space sales- 
man, 2-3 years experience and doing well 
now, to take ever publisher's Chicago ad- 
vertising office. Sketch educational and 
business background; mention new ac- 
counts sold during past year or two. All 
replies and interviews confidential. 

Box 2500, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


EE 7000 
“Must Have Food Background” 

Advtg Asst—Techmical 0..0..........0..ccc00000 $7500 

Copywriter—Industrial ............cccccccccce 4200 


SHAY AGENCIES 
30 W. Washington 4 Chicago a, Ill. 


POSITIONS WANTED | 


U. of Wis. Commerce grad. June ‘49 De- 
sires job with agency or manufacturer. 
Interested in training program or what 
have you. Anxious to learn. Money not 
primary consideration. Available July 1. 
Box 2491, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


WE HATE TO LOSE HIM! 


But this young advertising executive has 
ability beyond the horizon of this organ- 
ization, We want to recommend him for an 
advertising manager’s job elsewhere, or for 
agency work. He is young, personable, nice 
appearing and works hard. He can do 
copy, production, merchandising, etc. Mis- 
souri grad., married. Write for details. 
Available now. 


insertions and 


+a 


MARKET PLACE 


Reoy 


: : x 
spoce over 5 inches apply on displey 


POSITIONS WANTED 


Modest, sincere copywriter with imagina- 
tion believes advertising is headed for a 
period of restraint, understatement, im- 
plication. Desires job with agency No 
agency exp. Ten years mid-west newspa- 
per exp. Age 31. Salary not important. 
Robert Robinson, 7128 Hollywood Blvd 
Hollywood, California 
ADV-MDSING BRAIN FOR RENT 
Coll. ed. 26, retail, mail order, mfg. exp. 
Box 2505, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


FINE AGRICULTURAL ART 


John Andrews, 1504 Dodge, Omaha, Nebr. 
Advertising Post Cards in Full Ceolor— 
a beautiful, resultful, inexpensive ad- 
vertising medium. Samples Free. Substan- 
tial discount to advertising agencies for 
resale. Single cards for direct-by-mail; 
deuble cards, rouletted, one a business 
reply card, for order-getting. Anything, 
any size. Your copy, black-and-white 
photos or wash drawings, line drawings 
and type, completely reproduced in color 
from your mere color instructions. 
Write East Texas Engraving Company 
Tyler, Texas 


Walter Lowen 
PLACEMENT AGENCY 
a 
Headquarters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 
Executives « Copy « Art + Office 
Public Relations 
—— — wT outlining 2 
420 LEXINGTON AVENUE 
NEW YORK 17, WN. Y. 

MU 9-2630 


NEED A 


Baby Sitter 


in Southern California 


? 


Established small agency (6 years 
standing) offers professional nurs- 
ing experience for an eastern adver- 
tising agency’s accounts that need 
care in California. Will operate as 
branch or service accounts. Write 
Box 7376, Péverteing Age, 100 E. 
Ohio St., Chicago 11, Il. 


Box 2502, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. = 


Account Executive—aggressive, experienc- 
ed account supervisor, contact man, copy- 
writer, network sales executive, presently 
employed. Know media, merchandising, 
research. Sales prometion, radio & tele- 
vision. Young, 33, married. Desires real 
opportunity to work and grow with pro- 
gressive agency or advertiser. 

Box 2503, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


INQUIRIES INVITED 


Long established Eastern Representatives 
want one more trade publication — Confi- 
dential — Box 7378, ADVERTISING AGE, 


11 E. 47th St., N. Y. 17, N.Y. 


NUTS TO NEW YORK... 


Advertising Age, June 13, 1549 


AM-Only Stations 
on Way Out: Ware 


WaASHINGTON—The FM Associa- 


only” broadcasters face a “slow 
but certain death” as their audi- 
ence drifts to FM and television. 

The association’s president, Wj)- 
liam E. Ware, said advertisers are 
already asking AM stations for 
up to 20% reductions in rates. 

He argued that stations with 
both AM and FM transmission are 
able to prove to the advertiser's 
satisfaction that he is getting more 
for his money than ever before. 

Mr. Ware predicted that the ful! 
impact of TV on the AM audience 
will not be felt until 1951 so far 
as the advertising dollar is con- 
cerned. 


Strick Film to Weightman 

Strick Film Co., Hollywood, Cal., 
recently formed independent pro- 
ducer of film shorts, has appointed 
Weightman, Inc., Philadelphia, to 
handle its advertising. 


tion warned last week that “Av. 


OU? 


Although we are somewhat preju- 
diced, this new opening in our 
agency looks good. Our Copy Di- 
rector is spending more and more 
time servicing accounts; so we 
need a real writer who can step 
quickly into his shoes. Our specifi- 
cations are rigid. Agency experi- 
ence. Curiosity as to what makes 
people tick. Wide variety of writ- 
ing assignments behind him, with 
emphasis on consumer products — 
foods, appliances, housewares. 
Real capacity for hard work and 
equal amount of willingness to do 
it. Appearance and ability to meet 
clients. Mid-thirties to early for- 
ties. Substantial, but not stupen- 
dous salary, because we're stil! 
growing, but opportunity for top 
earnings and a piece of the agency. 
Non-metropolitan mid-west head- 
quarters; 2 service branches. Neo- 
phytes or prima donnas not 
wanted. Write fully and in con- 
fidence. Our staff knows we're 
running this ad. Box 7375, Ad- 
vertising Age, 100 E. Ohio St, 
Chicago 11, IIL. 


Versed & Versatile Writer & Editor ex- 
perienced in preparation of technical, 
mechanical and scientific copy at adult 
and pre-adult level for trade and con- 
sumer publications. Double in merchan- 
dising. Has know-how and show-how to 
handle all phases of art, layout and me- 
chanical production for maximum re- 
sults at minimum cost. Prefer Chicago 
area. Age 36. Box 7374 ADVERTISING 
AGE, 1 E. Ohio St., Chicago 11, Il 


AND CHICAGO TOO 


I like the advertising business, but I don’t 
like big cities. That’s why I’m looking for 
a job in a smaller town, 30,000 to 100,000. 
It may be with an agency, a manufacturer, 
a publisher or a retail store. When I find 
it, I plan to make it a lifetime career. 
My background includes 2 years with a 
Chicago agency (from shipping depart- 
ment to research), 4 years of college 
(majoring in advertising) and 1 year as 
a copywriter. 

Box 2504, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WORKING SALES MANAGER 
Advertising space or service. Broad back- 


er, account executive. Wide acquaintance 
among advertisers and agencies in Chica- 
go, Detroit, Cleveland, Minneapolis, St. 
Louis territories. Able and willing to 
travel. Now available. 

Box 2506, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 


PHOTOENGRAVING SALES MANAGER 


WEbster 9-0522 


We need a first class, experienced sales manager for our photoengraving 
department. Must know costs and have some agency business. Modern up 
to date color shop with good workmen. Please do not apply unless qualified. 


Mr. Oakes 


PROCESS COLOR PLATE COMPANY 


522 S. Clinton Street 


Chicago 7 


Atlantic 


The World’s Playground 


Where 18,000,000 annual 
visitors will come face to face 
with this HARWOOD’S 


Semi-spectacular. 


May We Serve You? 


£ (gp Goud bechats @ 


40h her 4 @A@WOODY MST —~ 
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fabricc tor 


Advertising Director for 3A metal 


Industrial metals—Heavy Housewares prom 
tion, PLUS... : 
NL.Y.C. A » AE. and planing 


Manager 
board—Heavy Housefurnishing promotion. 
Combined exp.—18 years, Salary $10,000. 


Box 7377, ADVERTISING AGE 
11 E. 47th St., N. Y. 17, N. Y. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 
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Advertising Age, June 13, 1949 


MEET THE CO-AUTHOR—Russell K. Jones, 
account executive at Newell-Emmett Co., 
New York, seems to be enjoying the new 
book he and C. McKim Norton, well- 
known yachtsman, have written. ‘The 
Cruising Cookbook,” published by W. W. 
Norton & Co., includes more than 350 
recipes for preparing food, tested under 
actual conditions with minimum galley 
equipment and a two-burner pressure 
stove. 


‘Bookbinding’ Adds 
Composition Charge 
To Rate Schedule 


New Yorx—Bookbinding & Book 
Production said last week that re- 
sults thus far have been good on 
the schedule of composition charges 
it has adopted to offset excessive 
production costs. 

E. A. Freund, publisher, said 
these costs were incurred by agen- 
cies which collected full commis- 
sions on space but did not furnish 
complete plates for publication of 
clients’ advertisements. Agencies 
which furnish these plates receive 
the same scale of commissions, he 
said, “as those who passed the 
entire production problem” on to 
the trade publication. 

Bookbinding & Book Production 
changed its rate schedule and no- 
tified agencies that, effective May 
1, composition on set ads would 
be billed at $17 per page, $13 
for a half page, and $11.50 for a 
quarter page or less, with double 
the rate for ads set at an angle 
or for special effects. The change, 
said Mr. Freund, has met with 
full acceptance from the agencies 
concerned. The scale of composi- 
tion charges was low, but “it could 
not be challenged because the com- 
mission rate on space remained 
unchanged.” Further, he added, 
“it pointed up a fair method for 
eliminating unsatisfactory agency 
procedures.” 


American Broadcasting 
Budget Is Reduced 


The strain of continuing high 
television costs plus the loss of a 
significant share of AM revenues 
in the past few weeks has forced 
American Broadcasting Co. to 
make reductions in the budgets of 
almost all departments except 
those concerned directly with tele- 
vision, 

As the result of the cuts, about 
20 people in ABC’s central division 
offices were dismissed, and a simi- 
lar cut in the staff of the New 
York office is taking place. Rumors 
that there has been a 10% salary 
cut across the board for all re- 
maining employes are, however, 
without foundation. 


Two Appoint Scott Agency 


Port Stockton Sausage Co., 
Stockton, Cal., and Trefton Olive 
Products Co., Lindsay, Cal., have 
appointed Hunter Scott Advertis- 
ing Agency, Fresno, Cal., to direct 
their advertising. Both accounts 
will use newspapers primarily. 


Names Ralph Smith Agency 


Ralph Smith Advertising Agen- 
cy, St. Louis, has been appointed 
to handle the advertising of Cur- 
ran Carbonizing & Engineering 
Co., St. Louis, engineer and in- 
‘taller of the Curran Liquid Hydro- 
‘arbon Coking plant. Trade pub- 
ications will be used. 


ABC Promotes Robert Laws 
and Leonard Reeg 


Robert F. Laws, formerly sales 
promotion, advertising and publi- 
city manager for KGO, San Fran- 
cisco, has been named sales mana- 
ger of the American Broadcasting 
Co.’s western division. He joined 
the network in 1944 as sales pro- 
motion manager for KGO. 

Leonard Reeg, temporary pro- 
gram manager for the network’s 
eastern division and for WJZ, New 
York, has received the permanent 
appointment to that position. He 
has been with American for sev- 
eral years. 


To MacFarland, Aveyard 


Chandler Bates, formerly space 
buyer of McCann-Erickson, has 
been appointed media director of 
MacFarland, Aveyard & Co., Chi- 
cago. 


Council Schedules 
Heritage Drive 
Around Holidays 


New YorK—The Advertising 
Council’s American Heritage cam- 
paign for the coming months will 
be geared around the five national 
holidays, beginning with the 4th 
of July. 

Newspaper ads and radio mes- 
sages are planned to run around 
Independence Day, Labor Day, 
Thanksgiving, New Year’s Day and 
Washington’s Birthday. 

D. B. Hause, advertising man- 
ager of Armour & Co., Chicago, 
has been appointed volunteer co- 
ordinator of the revised campaign. 


Foote, Cone & Belding, Chicago, 


newly appointed volunteer agency, 
will prepare newspaper ads rang- 
ing from 100 to 1,000 lines. First 
ads will be distributed to the pa- 
pers for insertion before July 4. 
Outdoor posters and car cards 
will appear later in the year. The 
drive is carried on in cooperation 
with the American Heritage Foun- 
dation, which operated the nation- 
wide tour of the Freedom Train. 


Kelley Joins Sylvania 

Wilfred L. Kelley, formerly 
equipment engineer for Western 
Electric Co., has joined the dis- 
tributor sales department’ of the 
radio division of Sylvania Electric 
Products, Inc., New York. 


Ford Names McCarthy 
W. Barry McCarthy has been ap- 
pointed public relations manager 


of the western region for Ford 
Motor Co., succeeding John Weld, 
who has taken over a dealership in 
Laguna Beach, Cal. Ralph S. Gor- 
don has been named assistant man- 
ager. 


To Metropolitan Advertising 


Metropolitan Advertising Co., 
New York, has been retained to 
handle the advertising of Doctor 
Barron’s foot cushions, made by 
Ortho Products Co., New York. 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery S?. 


—mmmmee ‘SON Francisco 5, California 


BUSINESS IS A BILLION DOLLARS BRIGHTER IN PITTSBURGH 


Right now workmen are making room along William 
Penn Place for the new 40-story Mellon-U. S. Steel 
skyscraper. A block away, on Sixth Avenue, clearing of 
the site for Alcoa’s 30-story skyscraper begins this 
summer. The Pittsburgh Redevelopment Authority and 
a large insurance company are working on a project 
of three skyscrapers adjoining the Point Park, to cost 


525 WILLIAM 
PENN PLACE 
BUILDING 
to be occupied by 
Mellon National 
Bank and Trust 
Company and 
United States 
Steel 
Corporation. 


a eqaaaeet 
eaccageet 
me cenaggaee! 


In The Pittsburgh Press your advertising appears side 
by side with the news of Pittsburgh’s progress . . . benefits 
by the atmosphere of things happening. And The Press 
has the largest circulation—reaches 7 out of 10 families 
—in Metropolitan Pittsburgh. 

Incidentally, while the 25,769,965-line volume of 
advertising published in The Press last year was a 
Pittsburgh record-smasher, The Press this year is beating 


its own record again... 
of leadership over other 


and again increasing its margin 
Pittsburgh newspapers. 


If you would like to see the record as it applies to your 
kind of business, write, wire or phone your Press Repre- 


sentative. 
Press Representative. 


REPRESENTED BY the 
General Advertising Depart- 
ment, Scripps-Howard 
Newspapers, 230 Park Ave- 
nue, New York City. Offices 
in Chicago, Cincinnati, De- 
troit, Fort Worth, Philadel- 
phia, San Francisco. 


MTT 


Every Scripps-Howard Representative is a 


li 
HI 


y 


No/ 


Ui] 


upwards of $35,000,000. Six large companies are com- 
mitted to take space in the buildings. 

Such projects are only a small part of Pittsburgh’s mid- 
century rebuilding program. Work now in progress to 


improve, rebuild and expand 


Pittsburgh’s industrial, 


transportation, educational, cultural and recreation plant 


totals far more than a billion dollars. 


to be erected 
for Aluminum 
Company 

of America. 


1948 
PRESS (oe)... cccce «+. 4,008,678 
FERSS TE. cscccesee 1,901,588 
Post-Gazette (m)..... 2,351,472 
Post-Gazette (S)..... cme 
Sun-Telegraph (e).... 2,751,295 
Sun-Telegraph(S).... 1,700,521 


TOTAL ADVERTISING LINES 


First Quarter 


Sunday figures include all supplements 
Source: Media Records, Inc. 


1949 Change 
4,372,996 +364,318 
1,939,921 + 38,376 
2,341,475 — 9,997 

187,298 -+-187,298 
2,990,400 -+239,105 
1,653,244 — 47,277 


In City Circulation — In Classified Advertising 


he Pittsburgh Press 


In Retail Advertising — 


In General Advertising-—in Total Advertising 


— 
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Buys 3 PictSweet Plants 


Three canneries of PictSweet 
Foods, Inc., have been sold to 
Minnesota Valley Canning Co., Le- 
Sueur, Minn. The plants, packing 
peas and corn, are located in El- 
lesnburg and Waitsburg, Wash., 
and Buhl, Ida. The price was re- 
ported at $1,040,000. 


Privett Names Ad Fried 

Ad Fried Advertising Agency, 
Oakland, Cal., has been retained 
to handle the advertising of Pri- 
vett Mfg. Co., Oakland, manufac- 
turer of Thermette, a new hot 
lunch box. Business papers and 
direct mail will be used. 


$.S. SPECIAL 
FRISKET CEMENT 
$5.00pergal. $1.50perqt. 

ARTEX ARTIST 


RUBBER CEMENT 


$3.60pergal. $1.25perat. 


Pears Soap 


Story Has 


Ad Genius As Hero 


Barratt Snagged Beecher 
Testimonial; Sales High 
Since Return to U. S. 


By PatTrRIcIA RYDEN 


New YorK—“Good Morning! 
Have You Used Pears’ Soap?,” a 
150-year-old advertising slogan, is 
back on the American scene again, 
along with the famous transparent 
soap manufactured by A. & F. 
Pears Ltd., Middlesex, England, a 
part of the Unilever empire. 

Now that glycerine is once more 
obtainable in England, Unilever, 
parent company of Lever Bros. 
Co., Cambridge, Mass., has re- 
sumed making Pears, and the first 


it is in. 


the customers hands! 


ToDAy’s big question in shipping is not 
arrival but safe arrival of your products. 
That’s why more people depend on Mason 
MailMaster — the only mailing box with 
the extra margin of safety built right in-* 


4 
GIOVE ox 


ATTLEBORO FALLS, MASS. — Phone No. Attleboro 37 
NEW YORK, N. Y.—Phone AL gonquin 4-0466 


*Containers Laboratories, Inc. 
—an Independent testing or- 
ganization—reports: ‘Mason 
MailMasters are 2.9 times 
stronger than the average of 
the three other leading mail- 
ing boxes tested . . . Mason 
MailMasters ore 1.8 the 
strength of next box tested.” 
Write for free samples and 
prices. 


COMPANY 


shipment reached New York last 
March. 

Young Americans do not re- 
member Pears. Their elders re- 
member Pears and its slogan well. 
However, there have been changes 
—those who bought Pears ten to 
20 years ago as a luxury item at 
15¢ a cake will find it an extra 
special luxury today at 50¢ a 
cake. 

A. & F. Pears Ltd. was estab- 
lished by Andrew Pears in 1789. 
In 1916 the company was taken 
over by Unilever and the soap was 
manufactured in Cambridge by 
Lever Bros. 

The soap, which has been ex- 
tensively promoted during the 19th 
century, was not advertised as 
much as other Lever soaps in this 
country and when Lever discon- 
tinued making it in 1940, because 
of the second World War, its pop- 
ularity and sales had dwindled 
considerably. 

This year, Unilever, again manu- 
facturing Pears in England, rein- 
troduced the soap in this country. 
Schieffelin & Co., New York, is 
the American distributor. 

Last March, 2,400 drug stores, 
the majority of them located in 
New York, received fancy, gold- 
crested letters from Pears in Eng- 
land. “Pears Soap is coming back 
to America,” the letter told the 
druggists. “And with the soap 
Pears’ famous advertising slogan 
is coming back too.” 


a Outside of window display ma- 
terial, the only advertising Pears 
is doing is on the Barbara Wells 
program on WOR, New York. The 
commercials draw an average of 
20 letters a week from listeners, 
telling Miss Wells how they re- 
member Pears. 

Many remember the old slogan, 
“Apples Make Cider but Pears 
Makes Soap,” and want it used 
again. Others ask for reprints of 
the old ads. Requests from drug 
stores as far west as California 
have come in to Schieffelin, asking 
for a supply of Pears. 

More than 1,000 drug stores in 
New York City sell the soap. In- 
dividual stores report sales as high 
as a gross and a half per week for 


TOO MANY 
BRIDGES 
IN YOUR 

WAY? 


engravings. 


Are you being held up all along the line? 
For clear sailing with your printing plates, 
depend on Washington—fast, dependable 
service, courteous cooperation, top quality 


SCHERRER EHH EHH Eee 
Ca 
SECC Ree eee eee ee eeeee 


WASHI 


118 SOUTH CLINTON ST. 
CHICAGO 6, 
TELEPHONE FR 2-6343—44—45 
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OLD FRIEND IS BACK] 


AN 


~— — 7 
aie ” 


STORE PROMOTION—This window display promotion is used by more than 1,000 

drug stores in New York City announcing that Pears is back. Cast of the Broadway 

show, “Life With Mother,” which mentions Pears in the play, is used in the 
promotion. Cowan & Dengler, New York, is the agency. 


the 50¢ soap. B. Altman’s, one of 
the city’s largest department stores, 
reports Pears outsells all other 
soaps, except its own private 
brand. Because of government 
quota restrictions, the 1949 supply 
of Pears will still be limited. 


@ Pears has probably been adver- 
tised longer than any other beauty 
soap in the world. Its popularity 
and success were due to advertis- 
ing and one man who was prob- 
ably the George Washington Hill 
of his day—Thomas J. Barratt, 
who joined Pears in 1865. 

But the product history goes back 
to 1789 when Andrew Pears, in- 
ventor of the soap, came to Lon- 
don from a farm in Cornwall and 
opened a barber shop. In addition, 
he had his regular round of daily 
visits to attend ladies and gentle- 
men who wanted their wigs pow- 
dered. It was here that Pears used 
his newly-invented soap. 

At selling the soap Mr. Pears 
was no wizard, according to an 
article written in 1910 by Clement 
Shorter and published in the 
Sphere. 


@ Pears placed only small an- 
nouncements in the English news- 
papers, which didn’t look much 
more impressive than trade cir- 
culars. 

His package was quite distinct, 
though, as he signed each package 
with his own quill. He did this 
after finding that dealers were im- 
itating not only the soap itself, 
but the wrappings, color and meth- 
od of presentation. 

In 1835 Pears took his grandson, 
Francis Pears, into the business 
and from that time on it was 
known as A. & F. Pears. In 1838 
old Andrew Pears retired and 
Francis ran the business alone, but 
didn’t do very well. 


ws In 1865 Thomas J. Barratt and 
Andrew Pears, the latter the great- 
grandson of the original Andrew, 
became joint proprietors with 
Francis. This was the beginning of 
the new Pears era and resulted in 
the gradual adoption by Barratt 
of two new business forces—that 
of advertising and increased pro- 
duction. 

Andrew Pears became superin- 
tendent of the factory and stepped 
up production. Barratt’s aggres- 
sive ideas on advertising, selling 
and publicity were so unsettling 
to Francis Pears that he retired 
in 1875, leaving £4,000 of his own 
capital as a loan to the business. 
To his astonishment he was re- 
paid in a very short time. 

The advertising question always 
stumped Francis Pears because of 
its tremendous cost. There were 
no large advertisers in those days 
and newspapers carried a very 
small number of ads, few of them 
of any great size. 


e When Barratt joined Pears it 
was a retail business, which in its 
80 years had spent not more than 


£500 in advertising. 

A few years later Barratt was 
spending as much as £126,000 in 
a single year on advertising, each 
season using a new set of press 
ads, posters and railway ads. 

Later the original Pears building 
in Great Russell St. was vacated 
and the new Pears headquarters 
set up in New Oxford St. Factories 
were erected at Isleworth, where 
they now stand. 

Barratt advertised Pears to the 
world as a beauty aid. Until this 
time, he pointed out, toilet soaps 
had been so inferior that women 
had to beautify themselves with 
pastes, potions, washes, cosmetics, 
etc. Barratt’s advertising theme 
was that Pears helped to restore 
nature to her rightful place in the 
hygiene of the skin (not too dif- 
ferent from 1949 beauty soap ad- 
vertising). 


s Barratt went from England to 
Australia, and then to America 
with his Pears story. Nearly 80 
years ago he arrived in New York 
and decided that the American 
campaign would need testimonials. 

He decided the man whose words 
at that time would carry the most 
weight was Henry Ward Beecher. 
According to Mr. Shorter’s story, 
Mr. Barratt called on Mr. Beecher 
in Brooklyn in the middle of a 
heavy snow storm and was “re- 
solved to see him at all costs 
and endeavor to persuade him to 
grant a testimonial in respect of 
Pears’ soap.” 

Mr. Barratt found that the 
Beechers were entertaining guests 
that evening, but he outstayed 
them all to spend a few minutes 
with Mr. Beecher. 

Finally he was alone with Mr. 
Beecher and after nervously te!!- 
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in the basic source 


OF MARKET INFORMATION 


Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 
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ing him his story, breathed much 
easier when the famous preacher 
said he had already used the soap, 
and he wrote these words for a 
Pears ad: 

“Brooklyn, N, Y., Hicks 86, Nov. 
9, 1882. If ‘Cleanliness is next to 
;odliness,’ soap must be considered 
bs a ‘means of Grace’—and a 
ergyman, who recommends moral 
things, should be willing to recom- 
vend a soap. I am told that my 
ymmendation of Pears’ soap some 
zen years ago has assured for 
it a large sale in the U. S. I am 
villing to stand by any word in 
avour of it that I ever uttered. A 
man must be fastidious indeed 
who is not satisfied with it. Henry 
Ward Beecher.” 


s After thanking Mr. Beecher, 
Mr. Barratt scurried off to the of- 
fice of the old New York Herald 
nd told the manager he wanted 
o have this testimonial repro- 
uced on the paper’s front page. 
he Herald and practically every 
ther paper in the country ran the 
id. 

Eventually, the House of Pears 
ecame so well known throughout 
he world and Barratt’s name so 
‘losely identified with modern ad- 
vertising, that on the centenary of 
he founding of Pears a banquet 
yas given and 1,700 representa- 
ives of newspapers all over the 
yorld presented him with a service 
late worth £1,000. 

A. & F. Pears was converted 
nto a limited liability company in 
1892 with a capital of £810,000, 
vith Mr. Barratt as chairman and 
anaging director. 


Barratt went on creating ads 
vhich made Pears promotion the 
10st famous in the world at that 
ime. One of the ads illustrated 
h baby in a bath. Barratt bought 
he picture in Paris and captioned 
t “A Knight of the Bath.” The 
d was a failure. Not satisfied, 
Barratt rechristened the ad, “He 

on’t Be Happy Till He Gets It,” 
(meaning Pears) and it was a suc- 
ESS. 

Another popular ad and the most 
successful, had no illustration. But 


HUMOROUS AD—When Punch made 
n of Pears’ testimonial ads with this 
ortoon of a ragged tramp saying, “Two 
-ars Ago | Used Your Soap Since When 
Have Used No Other,” Pears went 
biong with the gag and used it for its 

own ad. 


e slogan, “Good morning! Have 
(u used Pears’ soap?” is still used 

lay. The phrase originated when 
Pb irratt sought to link Pears to a 
@ niliar everyday saying. Personal 
‘rveys among his friends indi- 
‘ted to him that “Good morning” 
iS used most. 
Another famous ad was taken 
tom a caricature in Punch. Mr. 
Sarratt had been advertising a 
‘ries of testimonials with por- 
!aits of persons who said, “Since 
rst I discovered Pears’ soap I 
ve used no other.” Harry Fur- 
‘SS contributed to Punch the pic- 
‘e of the dirty, ill-dressed tramp, 
\ iting a declaration: “Two years 


! 
fet 


a 


gers hits 


and imported 250,000 of the coins, 
had them stamped with the word 
“Pears” and put them into circu- 
lation. Pears pennies became so 
numerous that at last a special Act 
of Parliament was passed making 
French coins illegal after a cer- 
tain date. 

Thomas Barratt retired in 1910 
and his absence was noticeable 


57 


and (3) “for your guests.” “It 
would be an unpardonable extrav- 
agance to use such a fine soap 
indiscriminately,” the copy reads. 
Until the soap can be distributed 
nationally in this country, adver- 
tising will be placed on a market- 
to-market basis, through Pears’ 
American advertising agency, 
Cowan & Dengler, New York. 


Bi 0 I used your soap, since when I 


50 YEARS AGO—At the turn of the century, one of the famous Pears’ soap ads was 
this baby in the bath picture captioned, ‘‘He Won't Be Happy ‘Till He Gets It!” 


liament. In the early ’80s, French 
ten-centime pieces were in great 
circulation in Great Britain and 
were accepted as the equivalent 
of English pennies. Barratt saw 
an advertising opportunity in this 


| ie: aaa >_> - 

have used no other.” The sketch 
became one of the most popular 
Pears ads. 


a Pears’ advertising ideas once led 
to the passing of an Act of Par- 


in the slackening of Pears’ ad- 
vertising. 


Y&R Gets Arakelian Account 


K. Arakelian, Inc., Madera, 
Cal., recently acquired by Petri 
Wine Co., San Francisco, has ap- 
pointed Young & Rubicam, New 
York, to handle its advertising. 
The agency also places Petri ad- 
vertising. 


@ Today Pears displays in drug 
stores list three reasons for pur- 
chasing such a “superior and cost- 
ly soap.” (1) “To beautify your 
complexion and soften your 
hands,” (2) “to bathe your baby,” 


Reproduction of Genuine Glossy 
1 Photos in Quantities 
65¢ 


EASY CHART 
SIZE 8 x 10 


in 500 and 750 QUANTITIES 
(1000 and over .06c) 


PHOTO-MATIC CO. 23735 'tttcth £2229 
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QUIZ: 


for alert 


advertising 


What has a circulation of 24,000,000 7 


What goes into every home, every office, 
every store where there’s a telephone? 

What jis ready for use day and night, 
week-in, week-out, has ‘yellow pages’ 
and serves 9 out of 10 shoppers as a 

buying guide? 

That’s it! You're absolutely right! It’s 
the telephone directory. 

You can use that 29,000,000 circula- 
tion...or any part of it.;.to direct pros- 
pects to your dealers through Trade 
Mark Service. That means displaying 
your trade-mark or brand name in the 
‘yellow pages’ over a list of your dealers. 
Trade Mark Service can make your prod- 


ucts easy to find—and easy to buy. 


HINT 


For further information, call your local telephone business 
office or see the latest issue of Standard Rate and Data. 
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Thrilling Group Sees No 
Decline in Pulp Fiction 


To the Editor: In your April 18 
issue, you ran a little article based 
on figures furnished by Popular 
Fiction Group, refuting Street & 
Smith’s claim that pulp fiction 
magazines were on a decline. Street 
& Smith, in a recent newspaper 
article, gave this as a reason for 
discontinuing their comics and 
pulp fiction magazines... 

I am enclosing a record of cir- 
culation figures for Street & Smith, 
Popular Fiction Group and Thrill- 
ing Fiction Group. We of the 
Thrilling Fiction Group are quite 
proud of our record. While I have 
gone back for only 13 years to give 
you a picture of Thrilling’s lead- 
ership in advertising linage, the 
same story holds good for several 


culation-wise, and if Street & Smith 


‘This department is a reader’s forum. Letters are welcome. 


years prior to 1935. 

In circulation, Thrilling is but 
slightly behind Popular, simply 
because Popular publishes a few 
more titles each month, but fre- 
quently Thrilling sells more copies 
per title, proving its know-how in 
this particular field. 

However, this is not intended to 
open a controversial discussion on 
the merits of Thrilling as opposed 
to Popular. Rather it is to prove 
that both Thrilling and Popular 
have been far out in front in the 
pulp fiction field for years... 

Today the pulp fiction and com- 
ics magazines are giant size cir- 


could never achieve what Thrill- 
ing has accomplished in 20 years, 
then they never should have tried 
to prove that their own demise was 
induced by a change of public 


taste in reading habits. Thrilling’s 
circulation and linage figures prove 
the contrary. 
D. P. RIKER, 
Advertising Director, Standard 
Magazines, Inc., New York. 


Bagels Defined 

To the Editor: The other week, 
your “Ad-libber” described Gen- 
eral Mills’ breakfast cereal Cheer- 
ios as “bagel-like.” 

To a poor, benighted copywriter 
who’s down to his last lexicon, 
will the A.L. please convey in- 
formation on what is a bagel? 

Rosert W. LEwIis, 

Advertising Department, 

Dr. Salsbury’s Laboratories, 

Charles City, Ia. 

A bagel is a roll, apparently in- 
digenous to Jewish eating. It looks 


NEW Love Goddess” 
on Filmdom’s Horizon... 


New Dominance for 
Deep South Advertisers 


The combined city daily circulation of the 
powerful morning Times-Picayune and the 
influential evening States is greater than the 
total number of homes in New Orleans! 

There’s continued 
expanding port trade and retail activity well 
above the national average in New Orleans, 
the South's Greatest Market. More and more 
Deep South advertisers are getting the most 
for their money from the regular use of this 
unbeatable combination. 


*Corinne Calvet, new French beauty, f. 
introduced in Hal Wallis’ "ROPE OF ie . 
SAND," starring Burt Lancaster, “manana 


industrial growth, 


Claude Rains, Paul Henreid. 


A 


very much like a doughnut, but it 
is baked, not fried, and of an en- 
tirely different censistency. Along 
with borscht, a soup, and lox 
(smoked salmon), it seems to oc- 
cupy a prominent place in the 
folklore of comedians. 
ae 68 
Credit Belongs to Swaney 


To the Editor: Just to keep the 
record straight, the Kaiser-Frazer 
ad you reproduced in the May 23 
issue of ADVERTISING AGE was pro- 
duced and placed by Morris F. 
Swaney, Inc. 

LESTER RONDELL, 

Art Director, Morris F. Swa- 

ney, Inc., New York. 


Simmons-Goodall Head Is 
‘New Idea in Modern Living’ 


To the Editor: The Creative 
Man could have a diverting in- 
terval with the Simmons-Goodall 
ad in the May 28 Saturday Evening 
Post. 

Softening the guy up with tea 
and cakes and then bedding him 
down in the cozy love nest for 
the night is, of course, hardly a 
variation of an old routine. 

But I’ve never seen it done be- 
fore in four colors on a spread in 
The Saturday Evening Post. 

W. L. BENsOonN, 
Benson-Maclean, Bridgeport, 
Ind. 

ses 


Speculation Gets Agency 
Man’‘s Condemnation 


To the Editor: Lee Carlton (AA, 
May 23) makes a good point if a 
rather amazing one. I find it hard 
to believe that agencies can be 
guilty of the woeful practice of 
asking prospective employes to 
prepare speculative material. 

I was hooked on such a dodge 
in my naive youth by a now hap- 
pily defunct agency which, I am 
sure, borrowed many of my 
turned-down offerings for its own 
use. But it’s hard to credit the 
fact that the practice is prevalent 
today. However, if Mr. Carlton has 
encountered it, I must accept his 
word. 

At the recent meeting of the 
Midwestern Advertising Agency 
Network, a resolution was passed 
condemning the practice of sell- 
ing agency service with speculative 
preparations. 

I am immediately asking our 
membership to broaden the reso- 
lution to include a similar attitude 
in buying talent. I am sure we can 
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all tell from a man’s past produc. 
tion whether he is fit to meet our 
current needs. We should buy 1s 


we sell—on the basis of past pe-- 
formance, success stories and per- It 
sonality. hat 
To paraphrase an anecdo ec —°™ 
“References I'll give him—but FS“ 
samples, NO!” we 
ALLAN J. COPELAND, 
Allan J. Copeland Advertis- rs 


ing, Chicago. 
see 


Old Copies of ‘Century’ 
Turn Up Agency Ads 

To the Editor: Just to keep the 
records straight, the George Bat- 
ten advertisement featured in your 
Ad-libbing column of May 23 was 
taken from Century Magazine, 


where it appeared on Page 69 off 
SISIEENCTEEIE INET 


he 

but Poyriey of making he ort 
paper advertring gives place to dow ieaunttah a che — of dowg 
nothing 

What such » man needs is knowledge ; bnowledge and 
honest advice = I he coukd find a man who had had practical ex- 
perience im advertring many different artctes m the different 
Rewsp pers and mop azineg of the country how helptul t would be 


thas et —evertastingly att. These ad. 
vertesers 5 did not begin by spe nding Qutenen They had » good 
arch which they dew mpty @ better known, and with our 
bad Gul coda Ges til Gunes 


the advertising pages of the Feb-> 
ruary, 1895, issue. 

You may be interested in another 
similar presentation of the time, 
torn from my copy of the Novem- 
ber, 1897, issue of Century. This 
particular copy with 160 editorial} 
pages contained an even 100 ad- 
vertising pages separately num- 
bered. 

J. LESLIE HARRIES, 

Chief Clerk, Publicity Depart- 

ment, Sun Life Assurance Co. 

of Canada, Montreal. 
aes 
Allens Are Prominent 
in Insurance Copy 

To the Editor: Although my 
name is not Allen, I am still sur- 
prised to note how three of the 
various insurance companies are 
using the name of Allen as wi'- 


812 W. VAN BUREN STREET] -"“ 
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nessed in a recent issue of The 
Saturday Evening Post. Is this by 
pre-arrangement or just by hap- 
penstance? 
It does seem mighty unusual 
hat three of the large insurance 
ompanies would all pick the same 
sue of one magazine to discuss 
1e demise of one man. 
J. R. BuEett Jr., 
Chicago Office, Better Homes 
& Gardens. 


Reader Witnesses Shakeup 

To the Editor: “Indian Moto- 
ycle Shifts Several in Shakeup,” 
AA says in a headline. 

I believe I saw some of these 
people. They passed us on River 
Road Sunday, and they sure were 
a-shiftin’ and a-shakin’! 

CLARENCE N. JOHNSON, 

Art Director, Reincke, Meyer 

& Finn, Chicago. 


Double Feature 
To thé Editor: For what it is 
yorth as a succinct, albeit unin- 
entional commentary on the sad 
light of America’s womanhood, 
should like to report that the 
marquee of a large downtown New 
Drleans theater is currently an- 
1ouncing: 
ON STAGE ... 12 Gorgeous Girls 
Also... “Desperate” 
LucILLe S. ORLAND, 
Sales Promotion, Motion Pic- 
ture Advertising Service Co., 
Inc., New Orleans. 


Pairs Off Two ‘Switches’ 


To the Editor: Yes, even in the 
treat Southwest, the newspapers’ 
1ake-up men remain awake at 
ight—plotting their next bit of 
Heviltry. 

Witness the attached, self-placed, 
Studebaker display ad, headed 
‘Joe Doakes has switched to Stu- 
Hebaker,” which the make-up man 


~ LARRY GLORIOSO* 
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Colvert Reserve ‘heceves 
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better every time.” 
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n the Phoenix Gazette positioned 
mack up against the “universal” 
alvert job. 

No less than two dozen phone 
alls sought to learn if we paid a 
remium fee to acauire this pre- 
erred position. 

Lewis D. BRADBURY, 

Manager of Advertising, Stew- 

art Motor Co., Phoenix, Ariz. 


. Honey,’ Agency Man 
alls May 30 AA 
lo the Editor: Congratulations 
that swell issue of May 30. It 
a honey. Kept me up ’til one 
m. before I could lay it down. 
That article by Arno Johnson 
bould be reprinted and labeled 
ust” reading by everyone in 
business and, especially, edi- 
1s of so-called news magazines, 
embers of Congress, etc. 
can use five hundred copies 
)) distribution myself. Keep up 
hb: good work. 
WILLIAM H. KINSALL, 
*resident, William H. Kinsall 
-0., Bloomington, Ill. 


links Kaye's No $5 Man 

To the Editor: I'll wager the 
!cative Man a new hat (Stetson 
t Adam) that if he met Sammy 
«ye today on either Park Ave. or 
 chigan Blvd. he would find him 


ST iy sede wanh eng | i. oes hin iat 
Oe huh en 


wearing an Adam hat—but if he 
(the Creative Man) wanted to 
buy one exactly like it the cost 
would be ten bucks rather than 
five bucks (AA, May 23). 

I think the Creative Man had 
better pull down his Stetson and 
hide his red face. 

LLoyp R. CocHRAN, 
Sarasota, Fla. 


Asks Spot tor Poor Richard 
in Hall of Fame 
To the Editor: As the name of 
Benjamin Franklin has been omit- 
ted from the Advertising Hall of 
Fame is this not a glaring void? 
“Poor Richard” was not only a 
Patriot but also “Father of Ad- 
vertising in America.” He was 


nominated by the Benjamin Frank- 


lin Committee of the National 
Society of the Sons of the Amer- 
ican Revolution. In 1900 Dr. 
Franklin was the fourth man 
chosen for the Hall of Fame for 
Great Americans. It is hoped that 
a future committee of judges will 
erase this slur to his memory. 

J. HENRY SMYTHE JR., 
Chairman, Benjamin Franklin 
Committee, National Society 
of the Sons of the American 
Revolution, New York. 


Symbols for Gimbels 

To the Editor: Re the Gimbels 
ad for Phi Beta Kappa copywrit- 
ers— 


WE OWE IT ALL TO GIMBELS 


Oh to be a Phi Beta Kappa 

Which now means a damn good drum 
rappa 

With symbols 

For Gimbels. 


You could be red hot in starting sales 
And land prospects like beached whales 
But if you're unscholastic 
Gimbels is unenthusiastic. 


Back to Campus—improve your calibre 
By diligence, be a rouser-rabbler. 
Big Key your future in the fifties 
Bandying-about with word nifties, 
Or symbols 
For Gimbels. 

PEYTON CARROLL, 


Copy Chief, Dana Jones Co., 
Los Angeles. 


Corrects Title of Sears’ 
Midsummer Book 

To the Editor: In the ApDVERTISs- 
ING AGE, May 23 issue, I note an 
article in which reference is made 
to the fact that Sears, Roebuck & 
Co.’s Spring and Summer Catalog 
came out last week. Also, in this 
same item, it is stated that the 
304-page catalog is the largest 
Sears has ever issued. 

I believe I am correct in saying 
that the catalog, which came out 
last week, was the Sears’ Mid- 
summer Sales Book, and not their 
Spring and Summer Catalog. While 
the 304-page volume may be the 
largest Midsummer Sales Book 
ever issued by Sears, Roebuck & 
Co., it most certainly is not their 
largest catalog. 

I believe this item deserves cor- 
rection. 

JOHN V. ROWAN, 

President, Lee-Rowan Co., St. 

Louis. 


Says Cost Bugaboo May Have 
Influenced Mailing’s Outcome 


To the Editor: We were shocked 
at reading your editorial, “What 
About Letters to Retailers?,” in 
the May 30 issue. 

It might have been a good idea 
for AA to have thought twice be- 
fore making a sweeping generali- 
zation based on a “conclusive 
proof” mailing of 136 mimeo- 
graphed pieces, even though the 
object was to give away dollar 
bills. 

To what extent did you analyze 
the problem and the attempted 
solution before making your state- 
ment? Was the form of reproduc- 
tion and setup the best for the 
job? 

Often we find fairly good sell- 
ing copy completely obviated by 
poor planning—for example, us- 


i 
% 
‘ 


Med 


ing a mimeographed piece when 
a personalized automatically typed 
letter might have brought results. 
Very astute businesses sometimes 
forget that the final costs of a di- 
rect mailing, yes, and display ad- 


vertising for that matter, can only; We suspect that Miss Bice was 
be ascertained when the orders|scared out of really getting re- 
are counted up. Even then the/sults by that old bugaboo “initial 
positive results over the long pull | cost.” 
are only recognized by the even- 

tual success of the enterprise. 


MERWIN S. ABRAMS, 
Willis Services, Chicago. 


to Hygeia Readers 
Healthful Living in Comfortable Homes 


IF your product helps to promote healthful, comfortable living 


in more wholesome, sanitary, convenient homes, here is a con- 
centrated bloc of readers seeking precisely those benefits — 
the subscribers to HYGEIA, Health Magazine of the American 
Medical Association. 


69.7 per cent own their own homes 
83.7 per cent are married men or women 
89.3 per cent have high school educations 
or better — 
58.5 per cent, university or college educations 
100 per cent pay to get the reliable health 
information in HYGEIA 


These are the people who want vacuum cleaners that keep their 
homes cleaner, better footwear for children and adults, saner 
beauty preparations, more wholesome food for all the family — 
and a thousand other adjuncts to pleasant, health-wise living. 


This is the highly selected audience that 
can “afford” healthful living because it 
knows the value and pleasure of healthful 


living. 


For further details, address 
THE HEALTH MAGAZINE 


ygela...., 


AMERICAN MEDICAL ASSOCIATION 
535 NORTH DEARBORN + CHICAGO 10, ILLINOIS 
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Dartnell Publishes 
Sales Letter File 


Cuicaco—The Dartnell Corp. has 
issued a new volume of 200 se- 
lected sales letters entitled, “The 
Dartnell File of Tested Sales Let- 
ters.” 

The letters were chosen both be- 
cause of the results which they 
produced (in most cases the fig- 
ures or percentages of returns are 
indicated) and because they are 
adaptable to other businesses. 

Letters are grouped in seven sec- 
tions: General letters, inquiry let- 
ters, unusual sales letters, letters 
to inactive accounts, answers to 
inquiries, follow-up campaigns, 
and miscellaneous letters. 

The letters shown are repro- 


duced in 8%x11” size, and bound 
in a loose-leaf leatheret binder. 
The volume is sold for $7.50 by the 
Dartnell Corp., 4660 Ravenswood 
Ave., Chicago 40. 


Detroit Vapor Stove Again 
to Make Electric Ranges 


Detroit Vapor Stove Co. is re- 
entering the electric range field. 
A new line, the company’s first 
electric range line since 1939, will 
be introduced to the trade this 
month and will be shown form- 
ally for the first time at the mid- 
summer furniture market in July 
at the American Furniture Mart, 
Chicago. 

There will be three models in 
the new line—two full size 38” 
ranges, one with automatic time 
and temperature controls, and a 
20” apartment size model. 


WMT mines a rich lode 


(lOWA) 


tions? 


the rhetoricians on this side. 


Frankie! ” 


country’s flag,” she said. 


Teleradio Mans Corner 


Is there, or is there not, a revived fashion for poetic recita- 


If the considerable number of recent evidences constitute 
a “trend,” then we know whom we suspect of stimulating this 
enthusiasm for the bards. We're pointing the finger at Sir 
Laurence Olivier. His “Henry V” and “Hamlet” have roused 


Oh to be, as he. That seems the question for the hams. 


Peter Lorre has been doing seven-minute readings from 
Edgar Allan Poe on the stages of various large cinema palaces 
once filled with shrieking bobbysoxers yelling “Frankie, 


Orson Welles, Charles Laughton and Walter Hampden 
have intoned from classic verse over the radio. On a recent 
evening your Teleradio Man encountered Agnes Moorhead 
broadcasting—shades of the seventh grade in dear old North 
Peoria—that corny classic, “Barbara Frietsche.” 


“Shoot, if you must, this old gray head, but spare your 


Another time there was Walter Huston reading Edwin 
Markham’s fine lines on Lincoln. 


Coupled with the outbreak of ballet dancing on television, 
this threat of poetic recitation is enough to confuse any old 
adman brought up to believe in “Mr. District Attorney” as 
the Pike’s Peak of sponsored art. 


General Mills Offers 
$21,000 for Identity 
of ‘Mystery Deputy’ 


MINNEAPOLIS—A “mystery dep- 
uty” will visit ABC’s “Lone Ran- 
ger” today (June 13) in connec- 
tion with a series of $21,000 con- 
tests which General Mills has ar- 
ranged for the program. 

In addition to identifying the 
“mystery deputy,” contestants 
must write and tell the sponsor— 
in the usual 25 words or less— 
why they feel the selected guest 
“deserves the honor.” Enclosure 
of a Cheerios boxtop is required 
with every entry. 

The opening contest closes June 
21; a few days later another one 
starts—and so on until the series 
has been completed. 

Each competition will offer a 
$1,000 first prize, ten second place 
awards of $100 and 250 consola- 
tion prizes of $10. In addition, 
there will be a grand prize of $3,- 
000 to the best all-around entry. 

The “Lone Ranger” is a three- 
times weekly feature on ABC. 
Dancer-Fitzgerald-Sample handles 
the show. 


# Coincidentally, General Mills is 
offering American listeners a 


charm bracelet as a part of the 
16th anniversary celebration of 
“Breakfast Club.” This premium— 
good for 12 days starting June 16 
—goes to persons mailing in 50¢ 
plus a Kix boxtop. 


Revamps Media Department 

Leo Burnett Co., Chicago, has 
reorganized its media department. 
Operation will be divided by gen- 
eral types of media rather than 
having personnel assigned to in- 
dividual accounts. The department 
will have three main divisions. 
Arthur A. Porter will be manager 
of publication media and will 
supervise the magazine and trade 
publication division. He will be 
assisted by Roy Boyer, supervisor 
of the newspaper division, The 
outdoor supervisor has not been 
named as yet. 


Toronto Admen Elect Wilson 

R. Frank Wilson, manager for 
Canada of Federated Mutuals, has 
been elected president of the Ad- 
vertising and Sales Club of Tor- 
onto. Other officers elected are: 
lst vice-president, Noel Barbour, 
advertising manager of Chatelaine; 
2nd vice-president, Ralph L. Da- 
vidson, vice-president of Grolier 
Society Ltd.; treasurer, Frank E. 
Francis, sales manager of Record- 
ing & Statistical Corp., and secre- 
tary, Ray Barford, partner and 
general manager of James Lovick 
& Co. 


Advertising Age, June 13, 1949 


Philco Establishes 
Major New Divisions 


PHILADELPHIA—The Philco Corp! 


is establishing a separate divj- 
sional organization for each of its 
major divisions, William Balders 
ton, president, announced as{ 
week. 

This establishment of independ 
ent divisions comes as a resul: o 
the company’s growth during the 
past few years. 

W. Paul Jones is vice-presicen 
of the refrigerator division, whic 
includes household refrigerators 
freezers and single-room air con 
ditioners. 

William H. Chaffee was ap 
pointed vice-president in charg 
of refrigerator operations, and 
Samuel N. Regenstrief was name 
vice-president in charge of re 
frigerator production. 

A similar organizational patter; 
has been put into effect for the tel 
evision and radio division unde 
Larry F. Hardy, vice-président o 
the division, and Joseph H. Gil 
lies, vice-president in charge o 
production. 

Each of the new divisions wi 
operate as an independent busi 
iness. 


PHILCO UNVEILS FIVE 
NEW TELEVISION SETS 

PHILADELPHIA—Philco Corp. ha 
unveiled five new television re 
ceivers with 10” screens to retai 
for less than $300. The new model 
are up to $100 less than previou 
Philco models of the same 61 
square-inch screen size. 

Special features include a ne 
channel selector covering all | 
channels, with fine tuning contro 
increased sensitivity and bette 
rejection of spurious signals. Price 
of the new models range from 
$249.95 to $299.95. 


Issues Corrugated Box Data 
Hinde & Dauch Paper Co., San 
dusky, O., has issued a revised ed 
ition of “How to Prepack in Cor 
rugated Boxes,” number nine In 4 
series of the company’s Littl 
Packaging Library booklets. Th 
booklet analyzes problems con 


nected with prepacking, outline Cc 
the advantages in its use to thgInc. 
manufacturer and dealer, discusse§ tise: 
costs, and suggests methods of US# clie 
ing prepacking to the best ad othe 
vantage. spot 
T 

Koppers Promotes Tunstead ol 
J. L. Tunstead, in the centr abet 
staff sales department of Koppe saat 
Co., Pittsburgh, has been appointe ‘id 
sales manager of Koppers meta Vide 
products division. He succeeds thgquir 
late McMillan Robinson. tise 


BASIC 


If you’re prospecting for markets and don’t care 
whether your nuggets come from rich farmlands or 
prosperous industrial terrain, cast a calculating eye 
WMT-ward. We’ve staked our claim to Eastern 
Iowa—and Goldfield is only one of the hundreds of 
communities in WMTland that mean pay dirt for 
WMT advertisers. Add-em all up and you get an 
impressive total of 1,121,782 people within our 
2.5 mv line. 


Cash farm receipts for Iowa led the nation in 1948; 
value of manufactured products exceeded $1.8 bil- 
lion. There’s gold in Goldfield and the whole of 
WMTland! Get a lode of the details from the Katz 
man about Eastern lIowa’s exclusive CBS outlet. 


CEDAR RAPIDS 


5000 Watts 600 K.C. 
COLUMBIA 


Day & Night 


NETWOR K 


ART-HESIVE PROOFS 

FOUNDRY TYPE 
A-1!1 
MONOTYPE 


LINOTYPE 


COMPOSITION COMPANY 
155 BAST OHIO STREET + CHICAGO ft, thEtMOrS 


ADVERTISING FTYPOGRAPHY 
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AT TRADEMARK MEETING—Among those who attended the 71st annual meeting of 

the United States Trade Mark Association held May 24 in New York were, left to 

right: William G. Werner, director of public relations, Procter & Gamble Co. and 

chairman of the board of the U. S. Trade Mark Association; Lawrence C. Kingsland, 

U. S. Commissioner of Patents; Sigrid Pedersen, general counsel, J. Walter Thompson 

Co.; Sylvester J. Liddy of Munn, Liddy & Glaccum, and Henry B. King, secretary of 
the association. 


Thompson Named 
Manager of Sales 
by ‘Sweet's Catalog’ 


New YorK—Howard M. Thomp- 
son, assistant vice-president, 
Sweet’s Catalog division, F. W. 
Dodge Corp., has been appointed 
manager of sales, and Bruce D. 
Sweet has been named supervisor, 
technical services, of the catalog 
services division. 

Mr. Sweet succeeds Mr. Thomp- 
son as coordinating supervisor of 
the design and printing depart- 
ments. The latter, in addition to as- 
suming the duties of sales manager, 
will continue as assistant general 
manager of the catalog division. 
Chauncey L. Williams, vice-presi- 
dent of the division, who formerly 
supervised sales, will devote all 
of his attention in the future to 
general management problems of 
the division. 

Before joining F. W. Dodge, Mr. 
Sweet was an industrial engineer 
and technical service manager with 
R. R. Donnelley & Sons Co., Chi- 
cago. 


Agency’‘s TV Spots 


Snare New Clients 


CoLumsBus-—Kight Advertising, 
Inc., which advertised for adver- 
tisers on TV, has signed two new 
clients and expects to land two 
other prospects attracted by its 
spot announcements. 

The agency-sponsor bought time 
on WLW-C to invite inquiries 
about its services. W. H. Kight, 
president of the agency, said the 
video spots drew four direct in- 
quiries by telephone from adver- 
tisers who knew of the firm only 
through the time used on WLW-C. 

Although neither of the new cli- 
ents is extremely large, said Mr. 
Kight, “both are substantial busi- 
nesses.” One has already become 
an advertiser on the Crosley TV 
station, and Kight has signed a 


miong-term contract for continua- 


tion of its time on the station. 


, Farm Implement’ Names Three 


Ralph B. Fritsch, formerly space 
‘presentative for Farm Implement 
News in the New York area, has 
een transferred to the company’s 
hicago office. Raymond B. Patten 
as been named to take over as 
pastern representative, with head- 
larters in New York. Paul E. 
air has joined the publication’s 
les staff, working out of Chi- 
igo. 


Veber Appoints Wilder 


Weber Addressing Machine Co., 
hit. Prospect, Ill., manufacturer of 
ail addressing machines and 
juipment for addressing tags and 
L:bels, has placed its advertising 
ith Almon Brooks Wilder, Inc., 
hicago. 


7OA Promotes Burke 


Ulick H. Burke, manager of the 
Chicago branch and assistant re- 
t onal director, has been appointed 
regional director of the Chicago 
@id western region of General 


Cutdoor Advertising Co., Chicago. 


Shaw Joins Basford 


Allan Shaw, formerly an art 
director of George H. Gibson Co., 
New York, has joined G. M. Bas- 
ford Co., New York, in the same 
capacity. 


MAB Follows NBBB 
Standards Curbing 


Dentifrice Claims 


New YorkK—The Magazine Copy 
Advisory Committee has agreed to 
follow a set of standards requested 
by the National Better Business 
Bureau to assure accuracy in the 
advertising of ammoniated denti- 
frices (AA, May 9). 

The standards, drafted in a re- 
port requested by the NBBB, were 
presented at a meeting in New 
York, with Allen E. Beckman, edi- 
tor of NBBB’s “Do’s and Don’ts 
in Advertising Copy,” presenting 
the report. Frank Braucher, com- 
mittee chairman and president of 
the MAB, presided. 

The main recommendation agreed 
upon was that therapeutic claims 
for ammoniated dentifrices should 
be properly qualified to make it 
clear that the product’s help in 
reducing cavities is not equally ef- 
fective with all individuals. An- 
other principle laid down was 


elimination of claims that the pro- 
ducts are a complete substitute for 
dental care. 


Taube Names Gelula 


Abner J. Gelula & Associates, 
Philadelphia, has been named to 
handle the advertising of Taube 
Co., Philadelphia, manufacturer 
and importer of lamps. Trade pub- 
lications and direct mail will be 
used. Consumer promotion is con- 
templated beginning in the fall. 


Names Hoefer, Dieterich 


Hoefer, Dieterich & Brown, San 
Francisco, has been named to 
handle the trade publication, di- 
rect mail and television advertis- 
ing of Scatena York Co., San Fran- 
cisco, distributor of York refrigera- 
tion equipment. 


Smythe Opens Own Agency 


Hayes Smythe, formerly an ac- 
count executive of Hugo Wagen- 
seil & Associates, Dayton, has 
opened his own advertising agency, 
Hayes Smythe Advertising, with 
offices at 201 News Tower, Rock- 
ford, Ill. 


61 
KXOK Appoints Renfro 


Harry K. Renfro, director of 
public relations, has been named 
executive assistant to the general 
manager of KXOK and KXOK- 
FM, St. Louis. 


frame for fame 


e There’s possible fame and 
fortune in that sales letter you 
will write today — so wouldn't 
it be a good idea to frame it 
with a Hill engraved letter- 
head, specially designed to help 
you sell? Due to new stream- 
lined manufacturing methods, 
Hill engraved letterheads now 
cost but a fraction more — 
and sometimes less. Used by 
famous business organizations 
throughout the country — ask 
for samples, and details. 


ronwHILLance. 


270A Lafayette St., New York 12 
Telephone: Canal 6-6340 


sentetiene ae 


Local boy still makes good... and fast! 


Separated from the Marines in ’46, Dwight Moser 
came home to his wife Dorothy Ann in Dallas County, 
Ia... . With $2,000 in cash, and a half interest in a 
herd of nine Holsteins, he started to farm 180 acres 
under a partnership agreement with his father. 


FS) 


“ 
“\ 


J 


Dwight Moser knows his business, is 
a glutton for work, handy with tools 
and ingenious... Tractors were hard 
to get in °46, so he picked up four 
horses and used machinery, piece by 
piece, at low prices . . . contracted his 
heaviest field work but did almost 


everything else himself—put in an 
electric water heater and water softener, helped install 
a pressure water system and bathroom...cut corners 
wherever possible, swapped services with neighbors. 
And started off his second year on his own. 

Today he works 227 leased acres...milks a dozen 
milk cows, keeps 300 spring pigs, feeds some cattle, 
has 1,300 hens. The horses have been replaced by a 
tractor, the old machinery by new, at list prices. He 
has equipment, livestock, and know-how enough to 
operate a big farm, is in no hurry to buy land... 
And his neighbors have elected him President of the 
Walnut Township Farm Bureau. He’s come a long 


way in three years, and will go further... proves 


5 
and 


CPO les 


LDFITTTTN. 


that modern farming offers a good living and plenty of 
opportunity for the right people!... Every advertiser 
can learn a lot about today’s farm sales potential—by 
reading “They Set a Fast Pace for Beginners,” in 
SuccessFuL Farminc for June, page 44. 


Most missed market . 
families in the 15 Heart States... 


.. are the best farm 
with the richest 


soil, largest property investments, highest yields. . . 
and more spendable surplus than their urban income 


equivalents. Of SuccessruL FARMING’s 


1,200,000 


subscribers, a round million farm families in the Heart 


States averaged $10,065 gross income in 1948... 


almost $4,000 above the US farm average. . 


. are 


the best class market in the world today! To make 


national advertising really national, you need this 
market and medium. Full facts, any office. SucCESSFUL 
FARMING, Des Moines, New York, Chicago, Cleveland, 
Detroit, Atlanta, San Francisco, Los Angeles. 
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G-E Ups McCarthy and Stark 


James E. McCarthy and James 
F. Stark have been named sales 
managers of the automatic blanket 
and sunlamp division and fan di- 
vision, respectively, of General 
Electric Co., Bridgeport, Conn. Mr. 
McCarthy formeriy was sales man- 
ager of the automatic blanket sec- 
tion. Mr. Stark was formerly sales 
manager of the sunlamp and heater 
section of the automatic blanket 
and sunlamp division. He succeeds 
Frank A. Stortz, who recently re- 
signed to become traffic appliance 
sales manager of General Electric 
Supply Corp. in San Francisco. 


To Livingstone-Porter-Hicks 


Holland Mills, Inc., Chicago, has 
named Livingstone Porter Hicks, 
Detroit, to direct the advertising 
of Koops’ extra strong mustard. 
Newspapers will be used. 


NEW JERSEY'S FOURTH LARGEST MARKET 


Bayonne 
CANNOT BE SOLD 
FROM THE OUTSIDE 
You spotlight your advertising when you use 
THE BAYONNE TIMES because 99°%400% 
of THE TIMES circulation is concentrated 
within the City of Bayonne. There's no com- 
petition since THE BAYONNE TIMES delivers 
more circulation in Bayonne than all other 
papers combined. 93% Home Delivered. 
Send for the TIMES Market Data Book 
THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
295 Madison Ave., W. Y. - 228 N. LaSalle St., Chicago 


Issues Catalog 
Rules for Auto 
Service Industry 


Cuicaco—As a logical blueprint 
for better catalogs, the National 
Standard Parts Association has 
offered manufacturers in the huge 
automotive service industry a new 
12-page booklet, “Industry Stand- 
ards for Catalogs and Suggested 
Price Schedules.” 

Manufacturers, the association 
explained, are being asked to sup- 
ply two types of catalogs based 
on the physical standards recom- 
mended in the guidebook. These 
are a complete catalog for use on 
store counters, in offices and in 
wholesaler salesmen’s cars; and a 
condensed catalog to be carried 
into shops by wholesalers’ sales- 
men. 

A special committee charged 
with the task of drawing up the 
recommendations said it believes 
that concerted effort on the part 
of manufacturers and wholesalers 
in following these standards “will 
contribute to the satisfactory solu- 
tion of the highly important cata- 
log problem and to more efficient 
selling of automotive replacement 
parts, equipment, tools, supplies 
and accessories.’” 


# Behind the recommendations, 
the NSPA group said, is the fund- 
amental premise that “no catalog 
is of value to anyone if it is not 
being used by those for whom it 
was designed.” 

The booklet includes catalog 
page specifications covering page 
size, type page size, margins, 


h. f. h.a. e. 


*haven for harassed advertising executives 


Take a holiday from deadlines, 15 & 2, crotchety 
clients. Soothe those frazzled nerves. Relax 
at the Deauville... enjoy the private 
beach, huge pool, air-conditioned 
guest rooms, dining rooms, cocktail 
lounges, & many other facilities. Write to 
WARREN C. FREEMAN, General Mgr. 
Hotel ond 


“CH uuu 
Cobofte Club 


ON THE OCEAN AT 67th ST. 


MIAMI BEACH, FLORIDA 
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punching, page identification, type 
sizes, paper stock, covers and in- 
dex sheets, and illustrations. It 
emphasizes that lightest weight 
paper stock possible should be 
used for the condensed catalogs, 
and that illustrations of vehicle and 
engine parts are not needed. Illu- 
strations and sales features should 
go into separate sales promotion 
pieces, it maintains. 

Under the NSPA recommenda- 
tions, the counter and salesman’s 
reference unit would contain com- 
plete catalogs, catalog pages and 
price schedules on all products 
handled by the wholesaler. The 
salesmen’s condensed unit would 
include: (1) condensed catalogs 
furnished by ma:ufacturers of the 
lines which constitute 80% or more 
of the wholesaler’s volume; and 
(2) departmentalized equipment 
and tool catalogs. 


ws The committee said it has found 
through research of actual whole- 
saler’s use that having these units 
in salesmen’s immediate possession, 
and keeping them up to date, will 
lead to more effective selling and 
better all-around service from 
wholesalers. 

The new standards are based 
upon a similar manual published 
by NSPA in 1944, and the associa- 
tion itself has been promoting bet- 
ter cataloging since its inception 
in 1924. Walter A. Kirkpatrick, ad- 
vertising director, Wilkening Mfg. 
Co., Philadelphia, headed the cata- 
log committee, whose membership 
was divided equally between man- 
ufacturers and wholesalers. 

Two extensive surveys were con- 
ducted among wholesaler members 
and their salesmen to aid in the 
catalog imprcvement program. 


Wilder Names Collette V. P. 


Charles L. Collette, formerly 
vice-president and manager of 
Wallace-Ferry-Hanly Co. Chi- 
cago, has been named vice-presi- 
dent and an account executive of 
Almon Brooks Wilder, Inc., Chi- 
cago. Mr. Collette takes with him 
the following accounts: Kewanee 
Boiler Corp., Kewanee, IIL, a di- 
vision of American Radiator & 
Standard Sanitary Corp.; Ethicon 
Suture Laboratories, a division of 
Johnson & Johnson; Domestic En- 
gineering Publications, and Tobey 
Furniture Co. 


Moves Promotion Department 


The Enameled Utensil Manufac- 
turers Council has moved rts pro- 
motion office from the Merchan- 
dise Mart in Chicago to the coun- 
cil’s headquarters at 2130 Keith 
building, Cleveland. 


INDUSTRY 


QUICK MARKET FACTS 


1. Home of the largest steel mills 
in the world. 


2. Principal shopping center for 
Lake and Porter Counties; a 
$532,000,000 market. (Sales 
Management; survey of Buying 
Power, 1948.) 


3. Second largest city in Indiana. 
Second largest within a 100-mile 
radius of Chicago. 


4. Twenty-third largest industrial 
area in the U. S., and largest in 
Indiana. (SALES MANAGE. 
MENT, Nov. 20, 1948.) 


. See our rate listing in SRDS for 
population and circulation. 
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now AVAILABLE Market Guide for the 
Gary Trading area Current, essential in 
yy 5 be re- 
riant to 
of sales and advertising As 
our national representatives or write this 
newspaper 


MENT 


MAGAZINE. 


THE BRIGHTEST Sales Sot IN THE MIDWEST 


For the first six months of 1949, Gary has led all cities in 
Indiana, and the midwest for retail sales opportunities on a per 
capita basis, according to the Forecast of SALES MANAGE- 
In this market no other medium even 
approaches the family circulation penetration or advertising 
effectiveness of 


THE GARY POST-TRIBUNE 


Gary's only newspaper 


Home delivered, six evenings a week, to more than 95% of the 
families in the city zone, and to an average of better than 80% 
of all families in the entire Gary Trading Area. 


This is more than double the effective family coverage of all 
Chicago dailies combined in this area. 


For best results ADVERTISE ADEQUATELY in newspapers 


Advertising Age, June 13, 1949 BAd 


PASHION and SCIENOCE bring ‘er 


[ drfect support, orca 


Send totes bor 


| ¢ Aggy 


S@ STRAPST NO STATS! SO Wenee: 


A eee ance te orc aine orme 


@& 4 gS is met Fe pe pee 
. > ' a Yoo pes estege 
es mo Oe tN — ald 


The Creative Wan Corner 


For many desperate years, advertising men have been 
probing their minds for an answer to the perennial question 
asked by clients—‘“But isn’t the copy too long?” 

They’ve turned to Lincoln—and Lincoln’s famous remark 
about the length of a man’s legs. Only Lincoln lived a long 
time ago and didn’t make the remark about advertising copy. 

They’ve also quoted readership reports and cited the 
length of mail order copy. But now—at long last—they have 
the perfect answer. The Corner hates to make predictions, 
but how this ad can miss being the best read ad in the issue 
of Life in which it appeared is a probability beyond the com- 
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prehension of this old, but not too old, observer. 

For here, gentlemen—and ladies, too—is a subject worth 
the time of anyone past the age of twelve. How do they get 
the darn things on—like one of those suction cups for a 
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plugged up drain? And how do they keep them there—by 
careful breathing? By refraining from too violent activity? 
By keeping someone like the author of these lines at greater 
than arm’s length? 

Yes, here, by gad, is the answer to that inevitable question 
—*“But isn’t the copy too long?” It’s never too long—if the 
subject is interesting. Never too long—if it’s about a subject 
people want to learn more about. So, admen—trise and be 
free! Tuck this ad in your inside coat poeket and be ready 
to whip it out next time the client asks that question. If it 
doesn’t give him his answer, at least it will divert him—and 


able 
gestic 


ibilit 


‘grou 


change the subject entirely. 
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Telephone Directory 
Space Will Be Used 
by Drexel Furniture 


DREXEL, N. C.—Drexel Furniture 
Co. has contracted for advertis- 
ing space in Bell Telephone classi- 
fied directories on a national basis. 
The company’s ads will appear in 
new directories in almost every 
large U. S. city. 

A Drexel official explained that 
the approach, believed the first 
national use of ‘phone books by a 
major furniture company, is in 
line with Drexel’s plan to tie in 
retail dealers more closely with 
advertising in other media. 

Drexel’s other consumer adver- 
tisements will urge readers to con- 
sult their local classified directories 
for the nearest Drexel dealer. 

John Faulkner Arndt & Co., 
Philadelphia, handles the account. 


Four Name Fellman Agency 

Leonard F. Fellman & Associates, 
Philadelphia, has been named to 
handle the advertising of Fair- 
mount Lamp Mfg. Co.; Samuel 
Cowan & Sons, luggage manufac- 
turer; Domenic Audino, bridal 
tiaras and bridesmaids’ hats, all 
in Philadelphia; and Held & Foster, 
Inc., New York, manufacturer of 
women’s sportswear. 


‘Congratulations’ Names 5 


William E. Benjamin II, vice- 
president, has been elected presi- 
dent and treasurer of Congratula- 
tions, Inc., publisher of Congratu- § 
lations. William A. P. Bagley, sec- 
retary, has been named vice-presi- 
dent and secretary. Doris L. Rood 


Thi 
prese! 
posite 
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hdver 
ean 
layte 


has been appointed general man- }iver 
ager of the company and Marion§ Mr. 
Galloway, promotion director. o™ps 
Robert C. Slade has been named five a 
advertising director of the maga-incec 
zine. bP ives ° 
Hav 
Wilfred Roberts Adds Duties § itho 
Wilfred S. Roberts, director offfom « 
television, has been named direct cr) udec 
of radio and television of Ped 'arB- eli, 
& Ryan, New York. Prior to join- ing ¢ 
ing the agency, Mr. Roberts was, .°* 
national production manager of the J *°4 
commercial program departmen of > the 
NBC. le \ 
ount 
Now King Organic Chemic.1ls [{ ™2! 
Photo Technical Corp., Norw uk, 
Conn., manufacturing chemist, has | May 
changed its name to King Org: nic point 
Chemicals, Inc. The organiza’ ion P2ny’s 
is a subsidiary of Robert J. King #P<tens 
Co. 2aler, 
Patire] 
WMBR-TV Joins DuMont ortior 
WMBR-TV, Jacksonville, .25ff nal 


signed an affiliation contract wit? 
the DuMont television networ'- 
The station is expected to go 
the air Oct 1. 
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ANA Regional 


eeting Debates 
Research Costs 


(Continued from Page 1) 
ducted in the Chicago Tribune. 


s Here research is conducted into 
copy, headlines, subheads, etc., and 
since this deals directly with prep- 
aration of copy, it is handled by 
the agency. Three other types of 
research—readership ratings, sales 
movement of merchandise, and “an 
interim measurement of the regard 
of consumers for the product”— 
are conducted by the company. 

On the matter of pretesting pre- 
miums, Mr. Hughes reported, all 
agencies cooperated, and nearly a 
year of cooperative research was 
required to complete the writing 
of a manual that established pro- 
cedures for the various types of 
premiums used. Since the manual 
has been in existence, each agen- 
‘y conducts its own premium re- 
search, while the GM research staff 
serves only as a coordinator. 

On the subject of copy testing, 
Mr. Hughes said: 


« “Pretesting of copy and media 
is almost entirely the agency’s re- 
ponsibility, and to an increasing 
extent represents agency invest- 
ment. Where the pretest is con- 
sidered experimental and involves 
material media changes, the pro- 
ject is usually a joint one in terms 
of operation and sometimes in 
erms of expense. Where the pre- 
test is primarily concerned with 
copy changes or annual recom- 
mendations, it is usually done by 
the agency at their expense... 

“At General Mills, we are con- 
stantly urging more financial in- 
vestment on the part of our agen- 
cies in pretesting printed word 
copy, radio commercials, special 
merchandising promotions, pre- 
miums, etc., but we do not require 
that the agency assume the finan- 
cial responsibility of post-checking 
hese activities.” 

The report engendered consider- 
able discussion, including a sug- 
gestion by Alex Rogers of Libby, 
MeNeill & Libby that a joint com- 
mittee of the Four A’s and the 
ANA might well explore the pos- 
ibility of laying out some general 
‘ground rules” as a guide to crea- 
ive and financial responsibility 
for research activities, as between 
advertiser and agency. 


The session opened with the 
presentation of diametrically op- 
posite viewpoints on the highly 
ontroversial subject of cooperative 
pdvertising, with presentations by 
ean Landis, advertising manager, 
laytag Co., and Walter H. Lowy, 
hivertising manager, Formfit Co. 

Mr. Landis reported that his 
/mpany discontinued all coopera- 
ive advertising in 1938, and is con- 

need “that our present program 
Eives us more for our money.” 

Having made the changeover 

ithout “any serious objections 
rom our dealers,” Mr. Landis con- 
juded that co-op advertising can 

» eliminated “if you have some- 

ing as good or better to offer, and 
f your dealer franchise is so set 

) that each dealer has a reason- 

le volume potential and a dis- 
ount structure which enables him 
( make some money on your prod- 

a 

Maytag, he said, has a three- 
point plan, involving the com- 
pany’s own national advertising, 
P<tensive dealer help material, and 
2alers’ own advertising, paid for 
Pitirely by the dealers. The major 
ortion of the company’s promo- 
onal funds go into national media. 


t The value of this national ad- 
\ortising is promoted to dealers 
¢ nstantly, through the company’s 


salesmen, a monthly house organ, 
mailing pieces, brochures, special 
presentations, etc. 

Whenever a national campaign 
is prepared, it always includes a 
complete series of tie-in newspaper 
ads, radio commercials, etc. It is 
then presented to dealers with ex- 
act figures showing the dealer’s 
potential, the circulation in his 
area, number of prospects reached, 
etc. When the dealer agrees to tie 
up with the campaign with his own 
newspaper or radio promotion and 
a schedule is worked out, Maytag’s 
regional manager personally takes 
the contracts and schedules to the 
local newspaper or radio station. 
In all cases, with the exception of 
a handful of large metropolitan 
areas where there are many deal- 
ers and a city distributor, the 
dealer pays the entire cost of the 
local advertising; in the metro- 
politan instances, the dealers and 
the distributors share the cost. 

“How can we get dealers to pay 
for their own tie-ups, in very sub- 
stantial quantities, in a field in 
which nearly all our competitors 
pay half or more of the cost?” Mr. 
Landis asked, and answered: “Be- 
cause we supply them with a 
wealth of very desirable dealer 
help material, all of which is free. 
We have convinced them that our 
plan makes more sense—and more 
money—for them.” 


ws Dealer help material, covering 
a wide range of items, is made 
available to Maytag dealers on a 
“book credit” basis, with each deal- 
er getting a “credit” for a specified 
volume of dealer help material 
whenever he places an order, and 
being debited for the appropriate 
amount whenever he orders the 
dealer helps. The plan of main- 
taining “book credits” is not for the 
purpose of limiting dealer use of 
the material, Mr. Landis said, but 
on the contrary to enable the com- 
pany to spot dealers who are not 
using the service adequately, and 
to check up on them. 

Last year Maytag produced a 
full-color commercial movie, and 
dealers bought enough showings in 
their local theaters to add up to 
an audience of many millions, he 
said. In addition, he reported, May- 
tag dealers in the past year and 
a half have ordered more than $1,- 
000,000 worth of identification 
signs, at cost, through his office. 


e Taking the other side, Mr. Lowy 
asserted that co-op advertising 
needs no defense, that “common 
sense and experience tell us that 
co-op advertising does the best 
job of coordinating ‘what to buy’ 
advertising with ‘where to buy’ 
advertising, and that the oft-dis- 
cussed abuses of co-op advertising 
can be effectively controlled.” 

Detailing 14 points in favor of 
co-op advertising, and several 
against it, Mr. Lowy asserted that 
all bad features “are controllable 
through a properly worded con- 
tract properly enforced,” and that 
when properly used, co-op adver- 
tising is a marketing tool which 
cannot help but reduce the cost 
of distribution for both manufac- 
turer and retailer. 

Formfit, he says, uses co-op as 
the spearhead of its complete mer- 
chandising and advertising pro- 
gram. 


s To prove that the system works, 
Mr. Lowy reported results of a 
continuing analysis of tie-in ads 
in its field which it has made for 
many years. From 1936 to date, 
he said, Formfit has led all its 
competition in the number of tie- 
in ads actually appearing, with al- 
most one out of every five retail 
ads which mention a national 
brand mentioning Formfit. 

The statistics on tie-in ads are 
broken down regularly by sales 
districts, he said, and each sales- 
man is informed of his territory’s 
standing. “We place more emphasis 
on co-op advertising than on sales,” 


COLUMNED—Standard Oil Co. (Indiana) 

is using a series of columns, like the one 

incorporated in the upper right-hand part 

of this newspaper ad, to remind motorists 

that freedom of travel is one of the 

American freedoms that few of us ap- 
preciate. 


he said, “because sales are an in- 
dication of what we have done in 
the past, while the amount of ad- 
vertising dealers do on our line is 
an indication of the business we 
are likely to get in the future.” 


# Dick Shapiro of The American 
Weekly wound up the session on co- 
op and tie-in promotions by giving 
details of a study which he con- 
ducted with Sam Trude of This 
Week Magazine, showing, he said, 
that the purchase of newspaper 
space in Thursday issues does not 
automatically increase tie-ins or 
mentions of brand names in chain 
store, food department or super- 
market copy. 

Checking all such retail ads in 
Thursday editions of two Chicago 
newspapers for eight weeks, they 
found 2,202 advertised brands 
mentioned in department store, 
chain store and supermarket food 
ads. During the same period, 341 
manufacturers ran brand promo- 
tions in the same issues, yet only 
151 of these 341 got a single men- 
tion in any retailer’s ad. On the 
other hand, Mr. Shapiro reported, 
Libby, McNeill & Libby got 77 men- 
tions (56 on items on which there 
was no local advertising), and in 
a subsequent similar check of the 
same Chicagu newspapers, Kraft 
Foods Co. got 105 mentions in two 
months on products which had 
not been advertised in the local 
papers at all, and on which there 
were no advertising allowances. 

It is obvious, Mr. Shapiro said, 
that the primary factor in develop- 
ing retail tie-ins and mentions “is 
a meritorious product that moves, 
one that is well known, and one 
that will get action for the re- 
tailer.” 


a A session on point of purchase 
featured George Brown, sales pro- 
motion manager, Arvey Corp., and 
Howard Bloomquist, advertising 
manager, Toni Co. 

Mr. Brown reviewed the various 
forms of poitt-of-purchase adver- 
tising, emphasized that too often it 
does not receive as much attention 
as other media, and said that the 
“real attention-getter is the dis- 
play that ties up with the same 
story being told in other media.” 

“It is impossible to over-em- 
phasize the importance of getting 
displays used,” Mr. Bloomquist as- 
serted, “and the first job is to 
sell ourselves and our management 
on the importance of displays as 
an advertising medium. Too often 
point of purchase is an after- 
thought, when it should be an in- 
tegral, and very important part of 
the over-all planning.” 

Toni, he said, has settled on a 
policy of four displays a year, 
bunched to appear every other 
month during the summer season, 
and it bases its display budget on 
the “task force” approach—how 
many customers it wants to cover, 
and how much it will cost. 


s “In our early days we missed 
did not confront the customer at 


the point of sale,” he said. “We 
sales aplenty because our product 
quickly discovered our error, and 
now nothing is considered more 
important by us. We get the sales 
department in on our display plan- 
ning, and frequently consult with 
large-volume dealers in advance. 
Then we give our supplier a com- 
plete picture of what we want and 
how we hope to accomplish it, and 
set him to work. 

“In our case we have found that 
related item displays, which give 
a retailer a chance to sell several 
items, are best, and we concentrate 
on them pretty heavily. We have 
found, too, that 32” is about 
the maximum acceptable height 
for a window display, and 17” the 
maximum height for a counter dis- 
play. Contrary to what we have 
been told, we find little resistance 
to the depth of counter displays, 
in which we frequently go up to 
15”, but we do find tremendous 
resistance to increasing their 
width. 

“We make a fetish of displays 
with our salesmen. Their daily re- 
port forms contain spaces for fill- 
ing in how many window and 
counter displays they have set up, 
and their record in this regard is 
extremely important in figuring 
bonuses, etc. 


s “Our average window displays 
cost from $2.50 to $4, and we al- 
ways tell dealers and salesmen how 
much they cost so he knows the 
material has value—it isn’t just 
‘something for nothing.’ 

“We always make a point of 
duplicating our window displays 
on the inside, so there can be no 
chance of losing a customer be- 
tween window and counter. And 
the proof that we have licked the 
display problem to a considerable 
extent is shown by Nielsen figures 
which indicate 49% of drug stores 
had stands on counters with our 
merchandise on them, and 88.6% 
of the chains and 58% of the in- 
dependents had Toni products in 
a ‘visible’ location.” Toni will use 
the services of window display in- 
stallation companies for the first 
time this month, Mr. Bloomquist 
said, because it wants displays up 
simultaneously throughout the 
country, and its sales force can’t 
get around fast enough to do the 
job. 


= In a talk filled with humor not 
normally expected from a lawyer, 
Casper W. Ooms, former U. S. 
Commissioner of Patents, told the 
group that the way to handle 
trademarks in advertising is: 

“First, be sure you have a trade- 
mark; second, use the trademark as 
a trademark; third, relax.” 

The second point seems to be 
the one that creates difficulty, al- 
though it needn’t, he said, warning 
particularly against substituting a 
trademark for a descriptive term. 
What has happened to such well- 
known marks as aspirin, cellophane 
and shredded wheat (once trade- 
marks but now generic terms de- 
scriptive of products rather than 
brands), and what almost hap- 
pened once to Pyrex, Mr. Ooms 
said, has taught most trademark 
owners a lesson. 


se Yet, “in a recent issue of The 
New Yorker appears an ad headed, 
‘Relax in Daks.’ Cute, isn’t it? 
‘Daks—slacks—relax’—get it? The 
adwriter wanted to be sure that 
nobody would think it a trade- 
mark...All he was trying to do 
was to change the spelling of the 
word ‘slacks.’” If he should suc- 
ceed, said Mr. Ooms, he wouldn’t 
have a trademark any more. 

“The simplest prescription to 
avoid the attenuation of trademark 
rights by the transformation of a 
good trademark into a descriptive 
term is to employ the trademark at 
all times with the descriptive term 
applicable to the goods to which 
the trademark is applied,” he said; 
for instance, “Daks slacks.” 


He also added that there is no 
compulsion to disclose the registra- 
tion of a trademark by marking it 
either with a legend indicating that 
fact, or by means of the symbol 
composed of the capital “R” en- 
closed within a circle, except that 
there might be denial of damages 
in a suit against an infringer. 

“Thus,” Mr. Ooms said, “since 
your primary business is to sell 
goods and not to collect damages 
in trademark infringement cases, 
you can completely ignore any 
marking requirements if.that in- 
terferes with your advertising dis- 
play or your package design. If 
there is no such interference, I 
think most lawyers will recom- 
mend that you do indicate that 
the mark is registered both upon 
the package and in your advertis- 
ing.” 


Big Merchandising 
Contest Launched 
by Plumbing Paper 


Cuicaco—Domestic Engineering 
has launched a merchandising con- 
test featuring a sales building 
campaign for the entire plumb- 
ing, heating and air conditioning 
industry. Prizes aggregating $10,- 
000 in value will be given to eon- 
tractor-dealers whose merchandis- 
ing programs are most successful. 

The first prize will be an Inter- 
national Metro motor truck, and 
other prizes, contributed by man- 
ufacturers, will include boilers, 
bathroom fixtures, water heaters, 
humidifiers, furnaces, oil burners, 
heating controls and other heat- 
ing, plumbing and air conditioning 
equipment. 

The business paper has de- 
veloped a complete program de- 


signed to tie in promotion effort ° 


at manufacturer, wholesaler and 
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contractor-dealer levels. Stickers 
for letters, carrying the slogan of 
the contest, “Hit Hard to Hit New 
Sales Highs,” contest banners and 
signs, and many other sales helps 
are supplied. 

Dealers are urged to advertise. 
Newspapers, radio, telephone 
books, truck signs, cooperative 
advertising with manufacturers 
and telephone canvassing are 
among the sales promotion methods 
recommended. 

In discussing the reasons for the 
contest, Domestic Engineering 
points out that industry sales ad- 
vanced from $1 to $3 billion, com- 
paring prewar with postwar vol- 
ume. Greater sales efforts are now 
demanded to maintain this greatly 
increased volume and the industry 
facilities which were created to 
service it. 


Pabst Signs ‘NBC Theater’ 
for a 14-Week Summer Run 
“NBC Theater,” one of the net- 
work’s new packages, which has 
been a Sunday night sustainer 
since January, has been signed by 
Pabst Brewing Co., Chicago, for 
a 14-week summer run. The 30- 
minute drama will be heard Fri- 
days at 8:30 p.m., EDT—a half 
hour earlier than the Eddie Cantor 
show which it replaces—starting 


July 1. 
This fall Pabst’s feature attrac- 
tion for radio and _ television, 


though not simultaneously, will 
be the “Life of Riley.” Warwick & 
Legler is the agency. 
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Chicago Dotted Liners 


Elect Price President 

Charles E. Price, Keeney Pub- 
lishing Co., was elected president 
of the Chicago Dotted Line Club 
of ABP at its annual meeting June 
6. Emil G. Stanley, Traffic World, 
was chosen Ist vice-president; A. 
E. Paxton, McGraw-Hill Publish- 
ing Co., was elected 2nd vice- 
president, and Fred Clark, Ameri- 
can Builder, was named secretary. 

Members of the executive com- 
mittee are C. R. Farmer, Oil & 
Gas Journal, the retiring president; 
George Cutler, Keeney Publishing 
Co.; Raymond T. Risley, Bakers’ 
Helper; Carl Zahner, American 
Builder; C. B. Doheny, Standard 
Rate & Data Service; H. G. Fitz- 
patrick, Gulf Publishing Co.; Gor- 
den Lewis, Advertising Publica- 
tions, Inc., and Carl Coash, Mc- 
Graw-Hill Publishing Co. 


Gardner to Handle Dramex 


Gardner Advertising Co. has 
been appointed to handle adver- 
tising of Dramex, new interior 
wall finish manufactured by Rear- 
don Co., St. Louis. 


Mightiest Sales Force ) 
Man or Magazine | 
in the Building Products Field | 


Delivers your sales message to 
more dealers, more frequently, 
more effectively, more econom- 
ically than any other paper in 
the field. 


| American Lumberman 
16 Building Products Merchandiser | 


139 N. CLARK ST., CHICAGO 2 | 


Actors Unions 
Agree on Video 
Jurisdiction 


(Continued from Page 1) 

fort to grind any station or package 
producer ...No unusual policies 
will be instigated... You are not 
going to be confronted with wild- 
eyed radicats who make impossible 
demands.” 

ws “I can promise you,” he con- 
tinued, “that TV Authority will 
have in mind at all times the 
people who hire us and pay the 
bills. I know the appalling losses 
that television management is suf- 
fering today ...No rates have been 
established, and no rate structure 
will be established for some time 
to come.” 

All member of the actors’ “Four 
A’s” automatically become mem- 
bers of TV Authority, without pay- 
ment of further fees or dues. Tele- 
vision actors may become mem- 
bers of the “Four A’s-TV Author- 
ity” (without becoming members 
of the individual unions) upon 
payment of a $25 initiation fee and 
$6 quarterly dues. 


a Ray Jones, executive secretary 
of the Chicago chapter of Afra, 
predicted at the same meeting that 
the first negotiations on wage 
scales and working conditions 
would be undertaken this year— 
possibly as early as fall. 

Mr. Jones asserted: “It would be 
absurd, untrue and misleading for 
me or anyone else to tell you what 
fees will be asked until we find 
out from our members what they 
want.” 

He said that he sincerely doubted 
whether the new union organi- 
zation would mean any real dis- 
ruption in television. He noted that 
radio agreements are complicated, 
but said that they are simple com- 
pared to the various subjects which 
would have to be covered in a tele- 
vision contract. 


SUCCESSFUL NATIONAL ADVERTISERS 
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RETAIL FOOD SALES 43% ABOVE NATIONAL AVERAGE > a ages See 
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1. More than 200 famous diversified industries stabilize & t 
Canton, Ohio payrolls. Nine of the world’s largest ° CAN 
in their fields are here. T 


2. Canton is the center of Ohio's greatest rural popu- 


lation. 


3. A one-newspaper market with buying habits of 94,000 
families influenced daily and Sunday by The Canton 
Repository. Call Story, Brooks and Finley to explain 
why Canton is one of the best test markets in the 48 


States. 
*Sales Management Surve 
of Buying Power, 1946 
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100% COVERY, 
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PARADOXICAL—Charles R. Kierulff, president, Kierulff & Co., signs a 52-week con- 

tract with KFI-TV, Los Angeles, to sell radios. He was the 200th advertiser to sign 

with the station since it went wholly daytime on March 1. Completing the paradox 

was the fact the contract was not sold by Kevin Sweeney, left, sales manager, but 
by Eugene C. Overton, vice-president and legal counsel for the station. 


5,000,000 Jobless 
Expected, ‘Fortune’ 
Publisher Discloses 


New YorK—A majority of bus- 
iness executives expect domestic 
business to be moderately down 
during the second half of 1949, al- 
most half expect unemployment to 
range between 4,000,000 and 5,000,- 
000 by the end of the year, and 
nearly half plan moderate price 
reductions, C. D. Jackson, pub- 
lisher of Fortune, stated last week 
at a general conference here of the 
American Management Associa- 
tion. He based his predictions on 
a forthcoming survey made by his 
organization. 

Despite signs of what might be 
called a slump or a recession, Mr. 
Jackson said, there are several im- 
portant offsetting factors. Quite a 
number of blue chip stocks are 
selling well under ten times earn- 
ings, he said; the farmers of Amer- 
ica are “out of hock,” government; 
industry and labor have reserves 
to offset an emergency, and we 
have the greatest savings base in 
history. 


ws J. Carlton Bagnall, executive 
vice-president, Swank, Inc., At- 
tleboro, Mass., discussed the im- 
portance of providing proper moti- 
vation to obtain an alert and will- 
ing team of management and em- 
ployes. 

Don G. Mitchell, president, Syl- 
vania Electric Products, Inc., pre- 
sided at a session on labor-man- 
agement relations which was ad- 
dressed by Cyrus S. Ching, direc- 
tor, Federal Mediation and Con- 
ciliation Service. 

Dwayne Orton, director of edu- 
cation, International Business Ma- 
chines Corp., stated that invest- 
ments in human relations have not 
paralleled industry’s swift tech- 
nical progress. 

Edwin T. Gibson, executive vice- 
president, General Foods Corp., 
described some of the principles 
essential to decentralization of 
management and outlined some of 
the factors that must be taken 
into account by policy makers to 
effect decentralization. 


Names Stevenson & Scott 

The Toronto office of Stevenson 
& Scott has been appointed to 
handle the advertising of Ammo 
Carb, new ammoniated tooth pow- 
der distributed by Lander Co. 
(Canada), Toronto. One-thousand 
line ads in newspapers have broken 
in Toronto and national advertising 
will be extended as distribution 
warrants. 


Appoints Middleton 

Brooks Middleton, formerly with 
Russel M. Seeds Co. where he 
worked on Brown & Williamson 
tobacco accounts, has been named 
director of the consumer creative 
departments of Glenn, Jordan, 
Stoetzel, Inc., Chicago, formerly 


known as Evans Associates. 


Gable Publishes New 
Book on Television 


Cuicaco—“The Miracle of Tele- 
vision,” a new volume by Luther 
S. H. Gable, author and lecturer, 
has been published by Wilcox & 
Follett Co., Chicago. 

Like most of the books on tele- 
vision that have made their ap- 
pearance in recent months, the 
“Miracle” is written in popularized 
style. The reader, for example, is 
introduced to Mr. Electron, and 
whisked through cathode tubes 
with him, at breakneck speed. 

The author reviews early types 
of transmission apparatus, the co- 
axial cable and microwave relays, 
devotes part of a chapter to pros- 
pecting for fluorescent minerals 
(including the cooking of a prairie 
chicken), discusses early studio 
technique and modern improve- 
ments, requirements for television 
acting, etc. The book is priced at 
$2.50. 


KMAC Increases Power 

Station KMAC, San Antonio, 
has increased its power from 250 
watts to 5,000 watts. In addition, 
KMAC’s FM station, KISS, will 
increase to 50,000 on 99.5, FM 
channel 258. 


Jewelry Wholesalers Elect 

The National Wholesale Jewelers 
Association has elected Leon J. 
Engel, treasurer of J. Engel & Co., 
Baltimore, president. 
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PIB Adds Midyear 
and Video Reports 


New YorkK—Publishers Inform, 
tion Bureau has just announ: od 
two extensions of service, eff c- 
tive immediately. They are (1 a 
new report on network televis on 
advertising and (2) a midyear »x. 
penditures report, by compa ies 
and products, covering magazi es, 
Sunday newspaper magazir es, 
farm papers, network radio nd 
network television. 

The initial TV report for the 
first four months of 1949 was t 
be published about June 10. This 
service will cover the ABC, C385) 
DuMont and NBC video networks, 
and will add data on MBS tele- 
vision as soon as possible. 

In the first four months of 1949 
PIB said, the advertising expendi 
ture for network television time 
totaled $2,561,438, with January 
accounting for $423,285; February 
$576,805; March, $773,209, an 
April, $788,139. 


s Because of the “relatively small’ 
number of TV network advertis- 
ers, PIB explained, for the present 
they will be listed alphabetically 
rather than grouped in product 
classifications as in the network 
radio report. Industry classifica- 
tion of each program will be 
listed, however. 

The six-month expenditure re- 
port will cover expenditures of 
$20,000 or more in any one medium 
for the first half of 1949. Some 
2,000 advertisers are expected to 
be included. 

Launched in 1912, PIB was ac- 
quired two years ago by Maga- 
zine Advertising Bureau. 


KFI Names Kapan and Ledell 
Arnold Kapan and George Le- 
dell have been appointed account 
executives of 
Los Angeles. Mr. Kapan was form- 


4 


 *  eeeD 


I and KFI-TV,§ 


erly with KLAC and KLAC-TV,§.... 


Los Angeles, and the Detroit area 
merchandising staff of Life. He re- 
places Roland Kay, who resigned 
to return to CBS. Mr. Ledell has 
been assistant promotion and pub- 
licity director of the station for the 
past year. 


Weightman Names Downing 
Weightman Advertising, Phila- 
delphia, has named Todd Downing, 


editor of Panamericanismo, month- }, 


ly publication of the Pan American 


Association, as special consultant}, 


on Latin American advertising. 
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... Life in the production department 
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** . . one night they’re rushing madly around my scrub pail . . . th 


next night, the place is as empty as the reception room at 5 p.m 
It’s hard to believe Lake Shore would make such a difference! 


Tell them Lake Shore Engraving is taking over the rush night wor. 


LAKE SHORE 
PHOTO ENGRAVING CO. 


We, too, can give you flush mounted plates 


160 E. Illinois St., Chicago 11 + Phone SUperior 7-8216 * Day, Night and Saturday Servic 
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CAR POLISHER—Karseal Corp., Holly- 
wood, has introduced its new combina- 
tion cleaner, wax and glaze product, 
called Wax Seal, in newspapers of 16 
morkets across the country, using full 
pages like this one. Mogge-Privett, Los 
Angeles, is the agency. 


ew Car Cleaner, 
ax, Polish Ads 
Run in 16 Markets 


HoLLywoop—Following success- 
ul tests in Florida last February, 
arseal Corp. has introduced its 
ax Seal, a combination car 
rleaner, wax and glaze, in 16 mar- 
kets and plans to seek national 
Histribution as the market-by- 
market campaign gathers speed. 

During the Florida tests, the 
rompany used newspapers and 
radio spots on a comparison basis. 


ively small’ 
‘k advertis- 
the present 
phabetically 
in product 
he network 
Y classifica- 
m will be 


nditure re- 
nditures of 
one medium 
1949. Some 
expected to 


IB was ac-—n all of the later market intro- 

by Maga-Riuctions, newspapers alone have 
u. been used. 

Each campaign consists of three 

id Ledel]] full pages, one every third week, 

George Le-followed by smaller space. One- 

ted accountB®hird ef the insertions are edi- 


d KFI-TV,Borial style. 

1 was form-} Copy in all ads featured Kar- 
KLAC-TV, seal’s claim that it is not necessary 
Yetroit area 


o wash an automobile before 


Life. He re- ising Wax Seal, and that one ap- 


10 resigned 


Ledell hasPlication cleans, waxes and pro- 
n and pub- fects all painted, waxed and enam- 
tion for the feled surfaces. 


The areas in which the product 
ow is sold include Chicago, Grand 


Downing [fRapids, Pennsylvania, Ohio, Okla- 

ing, Phila-fhoma, Texas, California, Washing- 

d Downing,fon and Kansas. The promotion 

mo, month-fwill continue throughout the sum- 

n Americanfyer months, through Mogge-Pri- 
consultant 


ertising. ett, Los Angeles. 


Salmon Canners Plan Drive 


Associated Salmon Canners of 
British Columbia, a group of 15 
Vest Coast packers, will launch 
campaign to promote the in- 
‘reased sale of canned salmon on 
the domestic market, offsetting 
iarketing difficulties abroad. A 
ampaign will be launched in mid- 
ummer, using newspapers, maga- 
kines, outdoor posters and radio. 
A fund of $300,000 has been sub- 
scribed for the promotion. Indivi- 
jual brand advertising will be con- 
nued by the organizations already 
omoting their own brands. The 
incouver office of James Lovick 
Co. has been named to handle the 
ivertising of the association. 


amilton Adclub Picks Brown 


June Brown, of Eames & Son, 
amilton, Ont., has been elected 
esident of the Women’s Adver- 
ing and Sales Club of Hamilton. 
ther officers are: Pearl Clark, 
ussell T. Kelley Ltd., vice-presi- 
ient; Jean Hall, Scott Paint & 
‘allpaper Co., recording secretary; 
lorna Barclay, Fuller Brush Co., 
rresponding secretary, and J. 


partment 


il... th -atharine Moffat, Embree Tool 
t 5 p.m td., treasurer. 

ference! 

iota. 1cGraw-Hill Elects Compton 


Dr. Karl T. Compton, former 
resident of Massachusetts Insti- 
ite of Technology, has been elec- 
‘ed a director of McGraw-Hill 
Publishing Co., New York. He is 
‘hairman of the research and de- 
‘clopment board of the National 
 ilitary Establishment and chair- 
' an of the corporation of MIT. 


ipday Service 
me 


Luckies Launch 
$2,500,000 Drive 
in 1,600 Dailies 


(Picture on Page 1) 

New YorK—American Tobacco 
Co. launched a two-a-week, ten- 
week campaign June 7 for Lucky 
Strike cigarets in nearly 1,600 
English language daily newspapers 
throughout the country, employing 
pictures and testimonials of tobac- 
co experts to prove that “Luckies 
pay more to give you a finer ciga- 
ret.” 

With nearly every English lan- 
guage daily being scheduled (some 
exceptions are the communist 
Daily Worker, as well as Salt Lake 
City’s Deseret News and Boston’s 
Christian Science Monitor, which 
do not carry tobacco advertising) , 
the expenditure is estimated at 


$2,500,000 for the ten-week period. 
The campaign, however, may run 
longer. 

Insertions will be 1,440, 1,000 
and 660 lines on “A,” “B” and “C” 
schedules, but AA was told that the 
schedules are flexible and that 
some papers will carry both larger 
and smaller insertions. 

Lucky Strike formerly employed 
1,700 or more dailies for intensive 
summer campaigns, but last year 
ran a longer campaign in about 
400 dailies. 

Batten, Barton, Durstine & Os- 
born is the agency in charge. 


Shovel Co. Names Agency 


Hosler, Arbingast, Thomson & 
Becht, Peoria, Ill., has been ap- 
pointed to handle national publi- 
cation advertising of the Shew 
Shovel Co., Lorain, O. 


‘Statesman’ Becomes Diily 


Statesman, Salem, Ore., has in- 
creased publication to seven days 
a week with the addition of a 
Monday paper. 


FCC Says Studies 
of 2-Band Video 
System Are Ended 


WASHINGTON—The Federal Com- 
munications Commission reported 
Wednesday that government and 
industry technicians have com- 
pleted technical studies which will 
be the basis of the two-band sys- 
tem of nationwide television cov- 
erage forecast in the commission’s 
policy statement of May 26. 

The government-industry group 
had been studying television’s in- 
terference characteristics since last 
November. Unless serious dissent 
arises before July 1, the findings 
will be incorporated this summer 
in a television reallocation pro- 
gram designed to improve the 
amount and quality of television 
available throughout the country. 

In its May 26 statement, FCC 
said the 12 “low band” channels 
now in use will be supplemented 


by additional channels in the lower 


half of the “upstairs” band. It 
promised a blueprint of the new 
system by July, with the prospect 
of final approval of the blueprint 
late this fall. 


Leaves ‘Atlanta Journal’ 


John K. Ottley Jr. has resigned 
as advertising director of the 
Atlanta Journal. 


WHAT'S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS PAPERS MAGAZINES 
343 So. Dearborn St., Chicago 4 
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Eacu day’s events can affect the profits of 
business and industry. 


A policy announcement by the President. 
A drought in a distant land. An impending 
strike in X-industry. 

To many a business, issues like this carry 
vital implications. New scarcities? An in- 
crease in demand? A hike in prices? New con- 
trol factors? A marketing bottleneck? An 
inventory squeeze? A narrowed profit margin? 


Each day the Journals of Commerce (New 
York and Chicago) spotlight all the significant 
news for business and industry. These complete 
daily business newspapers are edited solely for 
business, industrial and financial interests. 
Spot dispatches from a world-wide staff and 
exclusive business-angled news features, fun- 
neled down to the specific interests of man- 
agement executives. 


To the 200,000 Journal of Commerce read- 
ers this is the day’s most vital news. Each 
morning they scan their Journal of Commerce, 


interpret the facts 


meet the indicated conditions. 


No other source of business news is as com- 
plete and authentic as the Journals of Com- 
merce, the daily newspapers that spark action. 


TOP MANAGEMENT’S GOOD RIGHT HAND 


and make decisions to 


who DECIDE ... 


ype hieeagsnre* 7) 


NEWS THAT SPARKS ACTION 


Executives plan business moves in the light of vital 
spot facts they get in the Journals of Commerce 
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Do you advertise a business product or service? A com- 
mercial or industrial commodity? A consumer product with 
a top-income market? Have you securities to sell in a market 
that has capital to invest? Do you have an institutional 
message for top management? 

Write or telephone for the Story of the Greater Journal of 
Commerce Market and rate cards. One order buys either or 
both, for sectional or nation-wide coverage. Get to the men 
in the dailies that HELP them decide. 
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Ford Grants M-G-M’'s Wish, 
Cancels ‘Edward, My Son’ 


To avoid possible legal complica- 
tions, Ford Motor Co., Dearborn, 
Mich., has decided to abide by the 
wishes of Metro-Goldwyn-Mayer 
and cance] the scheduled television 
presentation of “Edward, My Son,” 
with the original cast June 13. In- 
stead Kenyon & Eckhardt, agency 
for the show, has selected Moss 
Hart’s “Light Up the Sky,” starr- 
ing Sam Levene and others in the 


HUE 


AMONDS 


RIGHT IN YOUR OWN BACKYARD 


There's untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every type product! 
Reach this big buying public through 
the Negro ese. For information write 
Interstate United i] 545 


Fifth Avenue, N. Y., serving Ame ‘s 
leading advertisers over a decade. 
NOTE We now have facts compiled by the 
; Research Co. of America on brand 
os nag of Negroes from coast te coast. 
rite now for this free | 


Broadway cast. The Ford Theater 
is aired on CBS-TV. 

M-G-M’s movie version of “Ed- 
ward, My Son” is currently run- 
ning at Radio City Music Hall, 
New York. The motion picture 
company’s film rights apparently 
did not infringe on Ford’s video 
rights, but rather than face the 
possibility of last minute difficul- 
ties, “Edward” was canceled. 


Kraft Buys Time on NBC 
Kraft Foods Co., through J. Wal- 
ter Thompson Co., has bought the 
Monday-through-Friday 9:30-9:45 
a.m., CST, time spot on the full 
National Broadcasting Co. net- 
work, effective Oct. 3. No an- 
nouncement of the program to be 
used was made last week. At the 
same time, Kraft renewed for 11 
weeks its “Kraft Music Hall” pro- 
gram, heard on NBC Thursdays. 
This show will bow out Sept. 29. 


Becomes Design-Lab Partner 

Renita Johnson, former artists’ 
representative, has become a part- 
ner in Design-Lab, advertising de- 
sign and production service for 
agencies and advertisers. 


TRADITIONS 


agha Canton - 


0 fF 


ENGRAVING 


Fracasso - 


Although a Frenchman by birth, Callot began his art 


studies in Rome. When only fourteen years old he 


accompanied his 


may court. The 


pean, the Duke of Lorraine, to the 
rilliance of his career was marked by 


ater commissions from Cosimo de Medici of Florence, 
the Infanta Isabella and Louis XIII. The brilliant tech- 
nique of his work is attested in high degree by the bold- 


ness and 


recision of line in the above ag from the 
series Balli di Sfessania, made from the 


rst impression 


of 1622 owned by the Art Institute of Chicago. In his 
mature period he worked in etching and was able to 
capture mood and likeness with two or three bold 
strokes of the point. He was a prolific creator, produc- 
ing about 1600 pieces in his comparatively short life. 
Etchings by Callot have a dark brilliance of line and a 


vitality of movement which are still considered out- 


standing in that medium. 


BRILLIANT reproduction of today’s art can be enhanced by the right com- 
bination of modern photoengraving, printing, ink, paper and skill. The bril- 


liance of the original engraving is the basic key to successful reproduction. 


This requisite high quality im printing plates is the result not only of per- 


fected mechanical techniques, but of highly skilled knowledge and ability on 


the part of modern | & O craftsmen. Wherever brilliant reproduction is 


needed to make printed pieces outstanding —that is where J & O plates 


are a first necessity. 


A request on your letterhead 
will bring you a celluloid 
proportional scale. 


J&O 


JAHN & OLLIER 


ENGRAVING COMPANY 
817 West Washington Bivd. + Chicago 7, Ill. 


Makers of fine photoengravings for letterpress printing 


National Nielsen-Ratings of Top Radio Programs 


Week of May 1-7, 1949 
All figures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 
Rank Rank Program (000) Rating Change 
EVENING, ONCE-A-WEEK 
1 1 ee ors ng deen’ SUN Sees 10,604 27.0 —19 
2 3 IR EE in ocecedicoeth¥euccessbane 7,855 20.0 —0.3 
3 2 Gee Tete BORNE cccc cc cevcccccccccsons 7,384 18.8 —415 
4 6 ata ss swans wheee ton ntesnsee 6,952 17.7 —15 
5 5 ee. Ma an we enemen’ 6,795 17.3 —2.6 
6 27 ME A aS cess cideess oc ceeaedn es 6,323 16.1 +19 
7 a gf B Brrr rr irr 6,245 15.9 32 
8 4 Sh DE, eccvcctccecescseceevebec 5,773 14.7 —2.1 
9 8 DT Sees acy eean webeincveceebscteene’ 5,459 13.9 4) 
10 36 pT CS ee 5,381 13.7 +0.9 
ll 30 OE PE Err ree 5,341 13.6 +0.1 
12 34 Se rs GOED (c.g casavetietesans 5,145 13.1 +0.3 
13 9 i ae J eee des ue Ome 5,027 12.8 —5.1 
14 23 i Mien hik sc xdaedbbsssecendeeteteas® 4,988 12.7 —2.3 
15 53 Ge ee Ge GAD occ decccvesevesccnnys 4,909 12.5 +14 
16 55 LN ee ee reer T 4,909 12.5 +17 
17 7 ie tea tenil cides \bw > oh bale ble 4,909 12.5 —6.0 
18 10 ES Se eT See 4,870 12.4 —5.2 
19 20 a SE Sa TE FS 4,870 12.4 —2.9 
20 25 I in ks Soc ls vcna'ves aout Sade eee 4,831 12.3 —2.1 
EVENING, MULTI-WEEKLY 
1 1 SED. cadshs o ewidivedtdenatyd side chleee 3,221 8.2 418 
2 2 I «ore Sunn dats a weh 6 cagieds Ab aain 4 Oe 2,946 7.5 —3.9 
3 3 SD. ds. ccukids kd baweed site 44 ¢her%es 2,789 7.1 —.4 
WEEKDAY 
1 2 8 8 ae A ny ae 4,006 10.2 +0.4 
2 3 I rT ee 3,810 9.7 +0.2 
3 6 Se Gr ED ccccows ES ureccessatoadnecs 3,495 8.9 0.0 
4 1 Arthur Godfrey (Liggett & Myers) .............. 3,456 8.8 —2.5 
5 9 EE Doce dvandibassendsce bien s<ee 3,417 8.7 —0.2 
6 ll in od och a dwg a wht ea 44 eh eee 3,378 8.6 —02 
7 14 Oe cade avecwiwae ts ¢ i.d dekh ese 3,378 8.6 +0.3 
8 8 eer eo ee 3,338 8.5 —04 
i) 7 Ne on. anche are heede 3,299 8.4 —0.5 
10 5 ON EEE Ter 3,260 8.3 —049 
ll 10 EN as oad iulidiad « ¢ <40-achdkebrenetende 3,142 8.0 —0.8 
12 20 ES «ne 3,142 8.0 +0.4 
‘13 12 EL, es cicadas signe W¥aedva teem 3,142 8.0 —0.7 
14 13 ES Ee 3,103 7.9 —0.5 
15 15 SPEED. nce cePUGR ETE ahr cvnceckeseseeses 3,024 7.7 —0.5 

DAY, SATURDAY 4 
1 1 OO EE er rr err 3,927 10.0 —3.1 
2 2 oes oi rekidataneseer ct ees 3,849 9.8 —2.2 
3 3 IS, docs ctees exe sueueseseskee 3,653 9.3 —2.1 
DAY, SUNDAY 
1 1 / fF f. a errr er rer 3,260 8.3 +0.4 
2 2 I ee. ies ee ts Me EON 2,867 7.3 —0.3 
3 3 SEs cae PCR bs 0 0-0 686 ee we sh bdss dee 2,514 6.4 —0.3 
F. B. SHONDELL Nielsen Report 
Cuicaco—F. B. (Tate) Shondell, . 
51, vice-president and director of Shows Big Changes 
Davidson Publishing Co., died in 
Cambridge, Wis., May 28 while on| Dye to Time Shift 


an automobile trip. He was one of 
the founders of Paper Sales and 
Paper Year Book. 

Mr. Shondell joined McGraw- 
Hill Publishing Co. after World 
War I as a salesman, later becom- 
ing manager of one of its publica- 
tions. He served as a publisher’s 
representative for many years be- 
fore joining Davidson in 1939. He 
also was associated with other pub- 
lications in his capacity as one of 
the owners of Reinig & Shondell, 
publishers’ representative. 


E. S. EDMONDSON 


PHILADELPHIA—Ernest S. Ed- 
mondson, 78, partner in E. S. Ed- 
mondson Co., Philadelphia agency, 
died June 1 at his home. He served 
for 25 years as advertising director 
of the old North American, open- 
ing his own agency when that 
newspaper suspended publication. 


GEORGE H. EBERHARD 

AvusBurn, CaLt.—George H. Eber- 
hard, 70, retired president of 
George H. Eberhard Co., San Fran- 
cisco manufacturers’ representa- 
tive, died June 6 in a hospital here. 
Mr. Eberhard, who had been ill 
for several months, was one of the 
founders of the San Francisco 
Advertising Club and the San 
Francisco Sales Managers’ Assoc- 
iation. 


‘Philco Playhouse’ to Return 


“Philco Television Playhouse,” 
which went off the air a few 
months ago after a rating battle 
with CBS’s “Toast of the Town,” 
will return to its old time spot— 
Sundays, 9 p.m., EDT, on NBC 
as of July 17. The Columbia-Ed 
Sullivan vaudeville show now is 
heard an hour earlier at 8 p.m., 
EDT, on Sundays under the spon- 
sorship of Lincoln-Mercury. Hut- 
chins Agency, Philadelphia, hand- 
les the Philco account. 


Cuicaco—A. C. Nielsen Co.’s re- 
port for May 1-7, its first to re- 
flect the change to daylight time, 
shows contra-seasonal audience 
gains for some evening shows. 


Some of the late evening shows 


Advertising Age, June 13, 1949 BAd 
gained by the time change. “Peo. 

ple Are Funny” (Brown & Wi. iM 
iamson), on NBC Tuesday nig) t, 
rose from 27th to 6th; “Curtan 
Time” (Mars), on NBC Wednes- 
day, rose from 36th to 10th; “Or 
Miss Brooks” (Colgate), on C!s 
late Sunday, gained from 30th to 
llth place; etc. 

Contrariwise, “Mr. Keen” 
(Whitehall Pharmacal), on C35 
Thursday, dropped from 7th to 
17th position among evening—t 
shows; “Suspense” (Auto-Li‘e) 
dropped from llth to 23rd, and 
other big declines occurred. 

Radio usage for the week was 
down about 8% compared with ‘he 
corresponding week of 1948, and 
was off 11% from Nielsen’s pre- 
ceding report covering April 17- 
23. 


Resigns United Wallpaper 


MacFarland, Aveyard & Co. on 
June 30 will resign the account of 
United Wallpaper Co., Chicago, — 
ending a decade of association with 
the manufacturer of United wall-f 
paper, Trimz Ready-Pasted wall- F 
paper and Varlar stainproof wall 
covering. 


¢ Metropolitan 


EORIA 


Now 185,000 


"13" in the U.S. 
in PER CAPITA INCOME 


in POPULATION 


*S. M.'s Survey of B. P. 
100,000 to 250,000 Pop. Group 


Bi Peorta 
JOURNAL STAR 
gets 97,000 Xe 


Nat'l. Rep’s. WARD-GRIFFITH CO. 


*BQNP 


->A SPECIALIZED GROUP 


THOROUGHLY 


TRAINED IN 


DEALER-CONSUMER PSYCHOLOGY 
+ COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP 
-TO PRODUCE DISPLAY 


LOA 


DED WITH SELLING POWE 
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Marketers Give 
Five Awards for 
Meritorious Work 


(Continued from Page 1) 
yurnal of Marketing, discussing 
e theory of marketing, one of 

which was written by Wroe Alder- 
son, Alderson & Sessions; one 
written by Prof. Reavis Cox, Uni- 
versity of Pennsylvania, and one 
written jointly by both. 


ge. “Peo. 
1 & Wi'l- 
lay nig) t, 
“Curta n 
Wednes- 
Oth; “Our 
, on Cis 
nm 30th to 


Keen” 
on C3S 
n 7th to 
evening 
\uto-Li'e) 
23rd, and 
red. 
week was 
d with ‘he 
1948, and 
sen’s pre- 
April 17- 


s The association’s board of di- 
ectors also accepted for study an 
unusual proposal 
by Wroe Alder- 
son, offering the 
association $10,- 
000 worth of re- 
search services 
each year for 
three years, to be 
ppplied against a 
asic project for 
he advancement 
f fundamental 
nowléedge in the 
ield of market- 
ng. The association would deter- 
nine the area to be explored, the 
echniques and methods to be used, 
bnd would then use the facilities 
f the Alderson & Sessions firm, 
bnd presumably of other firms 
which might be willing to make 
kimilar contributions, in exactly 
he same way as though the as- 
sociation were a private buyer of 
esearch. Findings would be the 
property of the association. 


iper 
& Co. on 
account of 
Chicago, 
ation with 
ited wall- 
sted wall- 
roof wall 


Wroe Alderson 


Unusual emphasis on industrial 
narketing was a feature of the 
program, with speakers including 
ohn C. Spurr, director of research, 
icGraw-Hill Publishing Co., Fran- 
is Juraschek, manager of the 
ommercial research division, Car- 
mnegie-Illinois Steel Corp.; Leland 
Dake, Continental Can Co.; and 
Frank W. Mansfield, Sylvania 
Electric Products, discussing var- 
ous aspects. 

Mr. Spurr reported on the wide 

variety of research his depart- 
ment conducts, and reported that 
lespite the problems, industrial 
oncerns generally are showing an 
increasing awareness of and in- 
erest in research. He warned that 
research conducted by salesmen 
is usually suspect, because exper- 
ienced salesmen almost invariably 
report potentials lower than actual, 
whereas inexperienced salesmen 
go to the other extreme. 
Mr. Spurr also pointed out that, 
invariably, checks of individual 
ompany prospect lists show only 
15-20% of actual buying influences 
cing covered, and warned that it 
s difficult for sellers to get a true 
icture of buying influences among 
uyers. 


Mr. Juraschek detailed the 
vork of his department in connec- 
m with the basic problem of de- 
rmining future demands for 
bs. cel and the possible necessity for 
‘ant expansion. Warning his lis- 
ners that markets are still people 
id that human nature still 
sounds, he said the key to sound 
isiness planning is knowledge of 
arkets, but that judgment based 
1 common sense remains the “one 
‘iceless ingredient” despite all 
ie new tools, including market- 
ig research, which have been de- 
sloped. 

Mr. Dake, presenting a case 
listory, emphasized that market 
‘search, to be useful, must be 
ised. “Take out the jargon of the 
-ientists,” he said, “and make your 
ndings so useful and informative 
iat no one recognizes them as re- 
Ssarch but considers them as use- 
fil, practical, valuable data.” 


« Mr. Mansfield said that his de- 
Fartment is responsible for know- 
 g and estimating what the entire 


ae 


industry will do in each of the 
divisions which concern Sylvania. 
It makes estimates once a year for 
five years ahead, and each quarter 
makes estimates for a year ahead, 
with the first quarter broken down 
by months. The sales department 
makes similar estimates on what 
percentage of the total market 
Sylvania will get. 

These estimates are constantly 
checked against six bellwethers: 
sales, orders received, unfilled or- 
ders, finished inventory, total in- 
ventory, and selling expense. 

Richard H. Moulton, General 
Foods Corp., presenting a case 
history on Sanka coffee, also re- 
ported that his department pre- 
dicts factory shipments, based on a 
variety of factors, for three months, 
six months and a year ahead. 


ws Discussing principles of sales 
control, Richard D. Crisp, Tatham- 
Laird, Inc., pointed out that one of 
the basic advantages of sales re- 
search is the fact that it enables 
a company to spot problem ele- 
ments and concentrate on them be- 
fore they become serious. He also 
emphasized that “sales control in- 
formation should go from the home 
office into the field, and not in 
the other direction. Don’t burden 
your sales force with research 
activities, or they’ll lose their value 
as salesmen.” . 

There is a definite, but not 
necessarily alarming, slackening in 
the level of business activity, and 
it is due primarily to a weaken- 
ing of consumer demand, accord- 
ing to M. Joseph Meehan, director, 
Office of Business Economics, De- 
partment of Commerce. Mr. Mee- 
han said the first quarter was 
down about 3% from the previous 
quarter, due principally to price 
reductions, but the fact that de- 
mand is now running at an an- 
nual rate of about $9 billion be- 
low last year, despite total income 
of only about $2 billion less, is 
significant. 

The result, he said, has been an 
increase in personal savings, which 
are now running about 10% of 
income. 

It is apparent, Mr. Meehan said, 
that the weakening of consumer 
demand occurred in the first quar- 
ter, and that no particular change 
has occurred since. “The informa- 
tion we have,” he said, “does not 
indicate a drastic decline; in fact, 
it seems to indicate a relatively 
firm economy from here on in.” 


a A feature of the final afternoon 
session, at which Everett R. Smith, 
director of research, Macfadden 
Publications, reviewed the status 
of the wage earner market, was a 
discussion of social stratification 
in America by Dr. Burleigh B. 
Gardner, executive director, Social 
Research, Inc., who pointed out 
that our society is stratified, that 
each individual grows up and as- 
sumes the status elements of his 
own group. While there is constant 
movement from group to group, 
change is relatively slow. The 
things for which people are will- 
ing to work and spend money, and 
their tastes in color, form, size, 
etc., are sharply dependent upon 
their social status, he said. 

As a result, he said, “we often 
pitch our advertising wrong. We’re 
talking to ourselves instead of to 
our market. Words and symbols 
frequently have dissimilar mean- 
ings to individuals in different so- 
cial areas, and our reactions to ad- 
vertising, the radio, etc., are fre- 
quently dissimilar, even to the 
point where what may be com- 
pletely realistic to one social class 
may be entirely unrealistic to an- 
other.” 

At the closing dinner William 
H. Stead, vice-president, Federal 
Reserve Bank of St. Louis, as- 
serted that in his opinion some 
form of consumer credit control 
is necessary, indicating that hope 
for complete relaxation of Regula- 
tion W rulings is unrealistic. 


Last Minute News Flashes 


Williams & Saylor Adds 5 Accounts 


New YorK—Williams & Saylor, 


Inc., has added five accounts: 


Industrial Radiant Heat Corp., Gladstone, N. J., is starting national 
distribution on its Simmer crock electric cooker, with advertising in 
newspapers, trade papers, national magazines and some television 
spots, the budget being expandable, based on percentage of sales. 
Trade papers only will be used by Superflex Plywood Corp., New 
York, and Porete Mfg. Co., N. Arlington, N. J., for Flexible plywood 
and roofing insulation material, respectively. Lewis & Conger, New 
York specialty retailer, will run in local dailies. Phoenix Glass Works, 
Bilston Staffs, England, will start a campaign this fall in newspapers 
and national magazines on oven glassware. 


Grolier, Ohrbach Appoint Doyle, Dane 


New YorK—Grolier Society, 


Inc., 


publisher of “The Book of 


Knowledge” and “Encyclopaedia Americana,” and the Ohrbach de- 
partment stores of New York, Newark and Los Angeles, have ap- 
pointed the new advertising agency of Doyle, Dane, Bernbach, Inc., 
New York. Both Grolier and Ohrbach accounts formerly were with 


Grey Advertising Agency. 


‘Interiors’ Becomes ABC's 121st Member 


New YorK—lInteriors, published by Whitney Publications, New York, 


has joined Associated Business Publications. 


Its admission raises 


ABP’s membership to 121. Interiors has an ABC circulation of 14,905. 


Mullen to Quit as 
President of Three 


Richards’ Stations 


WASHINGTON—G. A. Richards an- 
nounced last week that the con- 
tract employing Frank E. Mullen 
as president of WJR, Detroit; 
WGAR, Cleveland, and KMPC, 
Los Angeles, is being canceled ef- 
fective July 1, and that Mr. Mullen 
will be paid a year’s salary of $75,- 
000. 

Word of the latest move by the 
station owner was conveyed to the 
Federal Communications Commis- 
sion, which has been considering 
Mr. Richard’s earlier proposal to 
give up control of all three 50,- 
000-watt stations and turn them 
over to three trustees (AA, April 
25). 

Mr. Mullen took over the sta- 
tions’ direction a year ago after re- 
signing as executive vice-presi- 
dent and director of the National 
Broadcasting Co. Under the can- 
celed five-year contract, he will 
be paid through June 30, 1950. It 
was said that he might return to 
the network or, failing that, take 
an executive post with the Televi- 
sion Broadcasters Association. 

Mr. Richards also informed the 
FCC that Mr. Mullen earlier this 
month had exercised an option to 
pick up 15% of KMPC’s stock for 
$54,000. 


‘Liberty’ Censors Copy 
on Mail Order Ads 


Franklin S. Forsberg, publisher 
of Liberty, said last week that a 
strict censorship policy on certain 
classifications of mail order copy 
has been instituted, effective with 
the August issue. 

Certain classifications have been 
refused as undesirable for the 
magazine’s audience, Mr. Forsberg 
said, and to improve the appear- 
ance and advertising acceptability 
of the magazine. He said a better 
balance of full-pay subscriptions 
and single-copy sales had been ap- 
proached with this end in mind. 
In March, Liberty nearly doubled 
its editorial content, doubled its 
price to 20¢, and reduced advertis- 
ing rates after lopping off several 
hundred thousand subscriptions. 


Kukla, Ollie Creator Signs 
5 Year Contract with NBC 


Burr Tillstrom, creator of Kukla, 
Ollie and all the Kuklapolitan 
players of “Kukla, Fran & Ollie” 
fame, has signed a five-year con- 
tract with National Broadcasting 
Co. covering his radio and tele- 
vision series. His 30-minute pup- 
pet show is sponsored daily over 
NBC-TV by RCA Victor. 

When “Kukla, Fran & Ollie” re- 
turn from vacation in August, the 
program will originate from 
WNBQ, NBC’s Chicago station. 
Last season the program originated 
at WBKB, Chicago, where it got 
its start in video. 


FCC Abandons Its 
Avco Rule Forcing 
Station Sale Ads 


WASHINGTON—The Federal Com- 
munications Commission Thursday 
abandoned its controversial “Avco” 
rule requiring public advertising 
of radio station sales plans. 

In eliminating the rule, FCC 
said the requirement had not lived 
up to expectations, and that it 
was causing severe hardship on 
parties interested in assignment 
of transfers of control. 

The commission observed that a 
substitute rule, calling for a dif- 
ferent form of advertising, cur- 
rently is under consideration. 

The Avco rule, adopted in 1945, 
permits competing bidders to match 
or exceed the sales price offered 
by the prospective purchaser of a 
radio property. 

It empowers FCC to choose from 
among competing bidders for a 
property. 

In practice, the rule has com- 
plicated several important trans- 
fers, and has never resulted in a 
change in sales terms, nor in a 
transfer to an outside bidder. 


ws Recently, Fort Industry Co. 
and Bob Hope came in under the 
Avco rule to match a bid which 
Crosley Corp. made for broadcast 
and television facilities of WHAS, 
Louisville. 

After the commission scheduled 
a hearing on the competing ap- 
plicants, the Fort Industry Co. and 
Hope both withdrew. 

On Thursday, FCC ordered that 
applicants for transfer file for 
permission 60 days before the con- 
templated effective date of assign- 
ment. 

The Avco rule involved public 
notice in the Federal Register, of- 
ficial government gazette. 

The substitute for the Avco 
rule, proposed by the commission 
Feb. 21, would require advertising 
of station renewals and transfers 
in local newspapers or on local 
radio stations. 

Oral argument on the substitute 
rule is scheduled for June 27. 


Opens Washington Branch 


Gardner Advertising Co., New 
York and St. Louis, has opened an 
office in Washington, D. C. The 
new office will handle the U. S. 
Army and U. S. Air Force Re- 
cruiting account, which the agen- 
cy was renamed to handle for the 
fiscal year 1950. 


Admiral Runs Gate-Fold Ad 


In the June issue of McCall’s, 
Admiral Corp., Chicago, is run- 
ning what is said to be the first 
gate-fold ad run by a woman’s 
magazine, featuring the Admiral 
Dual-Temp refrigerator. Tatham- 
Laird, Chicago, is the agency. 
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FTC to Query 
Auto Dealers, 
Manufacturers 


WasHINGTON—The Federal Trade 
Commission announced over the 
weekend that it is calling in auto 
dealers, manufacturers and finance 
companies to discuss widespread 
deception and overcharges which 
are said to exist in the industry’s 
instalment payment plans. 

In its announcement, FTC said 
it acted on its own initiative, fol- 
lowing the receipt of numerous 
complaints from members of Con- 
gress and Better Business Bureaus. 
The commission said deception 
prevailed on a nationwide basis 
(AA, May 30). 

This is the second major federal 
assault on auto financing. Anti- 
trust attacks on the finance affili- 
ates of the big car manufacturers 
have been pending for more than 
a decade. 

Industry members are to attend 
a conference here Sept. 15, under 
the supervision of Commissioner 
Lowell Mason, sponsor of the con- 
ference approach to “widespread 
bad business practices.” 

Since dealers alone number more 
than 60,000, the conference is re- 
garded as an important opportunity 
for Commissioner Mason and other 
advocates of the “cooperative” ap- 
proach. 


ws FTC said the deception stems 
from the lumping of finance 
charges, insurance and other items 
in such a way as to conceal the 
nature, size and extent of charges. 

Its announcement said: “It ap- 
pears that the most effective means 
of eliminating concealed over- 
charges is the establishment of 
trade practice rules requiring that 
prospective car buyers, before they 
enter an automobile purchase con- 
tract, be given an itemized break- 
down of all items making up the 
total of the amount to be paid by 
the buyer under the contract, and 
the listing separately of finance 
and insurance charges.” 

The commission said that dealers 
in many cities are already adopting 
contract forms which make avail- 
able information to which the auto 
buyer “is clearly entitled.” 

The commission promised that 
the Sept. 15 conference would af- 
ford all segments of the industry 
an opportunity to work out the 
problem “in a friendly, coopera- 
tive proceeding, in which the best 
thoughts of all are pooled, free 
from compulsion.” 


NBC Revamps TV Dept., 
With Blackburn in Charge 


National Broadcasting Co. has 
reorganized its television program 
department, adding four subdivi- 
sions, surpervised by Norman 
Blackburn, national program di- 
rector. Named to head them were 
Robert W. Sarnoff, formerly as- 
sistant to Mr. Blackburn; Charles 
Prince, with the network since 
February, and Fred Shawn, for- 
merly manager of WMAL-TV, 
Washington. The fourth executive 
has not yet been appointed. 

J. Robert Myers, formerly ad- 
ministrative assistant to Carleton 
D. Smith, director of NBC tele- 
vision operations, has been named 
business manager of the television 
department. 


Appoints Christiansen 


Christiansen Advertising Agency, 
Chicago, has been appointed to 
handle the advertising of Consoli- 
dated Water Power & Paper Co., 
Wisconsin Rapids, Wis. The ac- 
count was formerly directed by 
Wallace-Ferry-Hanly Co., Chicago. 


Bozell Names 2 V. P.s 


Bozell & Jacobs (Ill.) has elected 
Ruth Brannan and Alan J. Jacobs 


vice-presidents. 
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Candy Industry 
Ends Consumer 
Ad Campaign 


(Continued from Page 1) 
people eating candy has declined; 
people are eating less candy now 
than in 1948; some of the “irregu- 
lar” eaters are being lost; and even 
the regular users still retain many 
prejudices and superstitions con- 
cerning candy’s effect on teeth 
and the weight, other health rea- 
sons, its cost, etc. 

Although the industry has won 
widespread recognition of its oft- 
repeated claim that “Candy is a 
delicious food,” it still faces op- 
position in some homes and 
schools, among some medical 
groups, and even among govern- 
ment officials. The latter, said Mr. 
Shaffer, in conjunction with some 
nutritionists, are engaged in an 
undercover effort “to kick candy 
out of the schools.” 


s Dr. L. G. Maison, owner of the 
Chicago agency of that name, also 


SERVICE 

DIE CUTTING CO. 

155 Sixth Ave., N. Y. C. 
Algonquin 5-1740 


Mounters and Finishers 
of Window Displays 


reported to the association on 
results of mail surveys of doctors, 
dentists and home _ economists 
covering their views on the use of 
candy as a food, its rightful place 
in the diet, etc. The council’s 
efforts to promote candy in these 
fields, he said, has borne fruit 
and has tended to offset some of 
the “pernicious propaganda” as- 
sailing confectionery products. 

During the last half of 1949, Mr. 
Shaffer said, the council will con- 
centrate all of its appropriation on 
expanded campaigns in the pro- 
fessional and educational fields. 
In addition, a ten-minute version 
of “Candy and Nutrition,” its sound 
motion picture, will be distributed 
to theaters, 5,000 of which are ex- 
pected to show the industry’s edu- 
cational movie during the next 
year. Annual budget for distribu- 
tion of the film will be about 
$50,000. 

Although the council is dropping 
the series of four-color pages 
which it has used during the past 
five years in Life, The Saturday 
Evening Post and other leading 
magazines, Mr. Shaffer said: “We 
feel that this intensive series es- 
tablished widespread understand- 
ing of candy’s nutritional values 
and its place in the diet. Our cur- 
rent educational campaigns will 
continue to extend this public 
understanding through professional 
groups which play such an impor- 
tant part in molding consumer 
opinions.” 

The council also will institute 
a broad public relations program, 
supplementing the educational 
campaigns, he added. 


# The council has distributed more 
than 100,000 teachers’ kits, which 
include nutritional charts and lit- 
erature showing the use of candy 
as food. Despite this activity, and 
its series of advertisements in 
teaching publications, Robert H. 
W. Welch Jr., vice-president, 
James O. Welch Co., Cambridge, 


Mass., and chairman of NCA’s 
Washington committee, warned 
that nutritionists who oppose 


candy for children are working 
through the subsidized school lunch 
program. They tell school officials, 
in effect: “If you want all the 
money we can give you, throw 
candy off your list.” These and 


other subterfuges, he said, can 
wipe out a lot of business. 
Leading manufacturers in the 


industry continue to advertise their 


FRanklin 2-5854 


America’s finest 


photoengraving plant 


Collins, Miller & 


Hutchings we. 
207 North Michigan, Chicago 


own brands aggressively, and those 
who do not were urged to “go 
deeper into the advertising busi- 
ness” by Chester J. LaRoche, pres- 
ident, C. J. LaRoche & Co., New 
York, which handles the account of 
the New England Confectionery 
Co., Cambridge. During a sympo- 
sium on current trends in selling, 
advertising and merchandising, he 
upheld the merits of consistent, 
long-range ad campaigning. Only 
1.8% of national income is being 
spent on advertising now, he said, 
compared with 3.7% prewar. 


s Parlin Lillard, sales promotion 
manager, General Foods Corp., 
urged confectioners to utilize the 
grocery store market more exten- 
sively. To date, he said, candy sales 
have averaged less than 1% of 
chain grocery and supermarket 
sales, while experts believe the 
figure can be increased to 5%. 
Since most candy purchases are 
made on impulse, good point-of- 
sale advertising can do much to 
keep sales up in competition with 
ice cream, nut products and soft 
drinks. 

General Foods is investing more 
than $1,000,000 a year in point-of- 
sale advertising, he said, and re- 
cently started a program intended 
to eliminate much guesswork and 
make displays more effective. Data 
from salesmen is to be tabulated 
carefully, and through the new sys- 
tem General Foods “expects to in- 
crease the effectiveness of this 
kind of advertising as much as 
50%,” he declared. 


a While some manufacturers were 
able to advance their sales from 
high levels achieved in the record- 
breaking year of 1947, others suf- 
fered a setback in 1948, according 
to George F. Dudik, Office of Do- 
mestic Commerce, U.S. Depart- 
ment of Commerce. Reporting on 
the 1948 survey of confectionery 
sales and distribution now being 
made by Commerce, he said that 
of the first 214 candy makers heard 
from in the survey, 88 showed an 
increase in sales during '48, while 
126 others suffered a decrease 
from °47. Declines were recorded 
more often by the smaller pro- 
ducers. 

“Among manufacturers doing 
less than $500,000 worth of busi- 
ness in 1948, decreases were ex- 
perienced by 78 producers and in- 
creases by 48,” he said. “Com- 
panies with an individual volume 
for the year of over $1,000,000 
were about evenly divided.” 

High priced packaged candies 
held their own in the competitive 
field last year, he added, while 
price appeared to be a more im- 
portant consideration in the bar 
goods market, with manufacturers 
whose average value per pound 
was “on the low side” tending to 
show a better sales record than 
those whose prices rose in 1948. 

H. B. McCoy, director of the 
Office of Domestic Commerce, told 
the industry that it can expect a 
sales increase to $1,180,000,000 in 
1955 and to $1,331,000,000 in 1960. 
The long-term increase in sales 
will not be as rapid as that indi- 
cated for many other industries, 
he added, “but it promises to be 
more stable.” 


ws The newest machinery and 
equ_pment, ingredients used in 
candy making, packaging materials 
and services used by the industry 
were displayd by more than 100 
manufacturers and suppliers. A 
spokesman for National Equipment 
Corp., New York, manufacturer 
of an extensive line of candy- 
making equipment, said that while 
prices have gone up, of necessity, 
orders have been “very good.” 
Chocolate Spraying Co., Chicago, 
demonstrated a new high-speed, 
fully automatic die pop machine 
that turns out 200 lollipops a min- 
ute. This unit “prints” the lolli- 
pops from dies of practically any 


shape, dropping them automatic- 


ally into cartons. 

Electric Sorting Machine Co., 
Grand Rapids, Mich., showed its 
automatic sorting machines, which 
use a color principle to cull out 
seed, beans, peas, grain, nuts, etc. 
It manufactures and installs the 
units on a lease basis, and has 
more than 1,000 of the machines 
in operation throughout the coun- 
try. 

The sorter will move into a 
new field later this month when 
the company installs a pilot mach- 
ine in a California lemon house. 
After the kinks are worked out, 
the company hopes to adapt the 
machine to sorting of oranges, ap- 
ples, tomatoes and other compara- 
tively large-size products where 
there is a need for color distinc- 
tion in marketing these products. 


Food Stores Lead 
in Total Sales of 
Candy, Study Shows 


Cuicaco—Candy sales through 
food stores topped $500,000,000 in 
1948 and these retailers now sell 
more than any other type of out- 
let, the National Confectioners’ 
Association was told last week. 

Reporting on results of a nation- 
wide survey, Robert W. Mueller, 
managing editor, Progressive Gro- 
cer, said these heavy sales can be 
attributed to self-service candy 
displays; wider and better pack- 
aging; the price advantage food 
stores hold over other types of out- 
lets, and a widening of candy 
varieties. 

The survey covered only inde- 
pendent stores, the supermarkets, 
superettes and big volume service 
stores that control 54% of all in- 
dependent volume. Average vol- 
ume per store in 1948 was $133,- 
451. Survey returns showed that: 

1. 99.1% of the stores sell candy. 

2. 72.3% increased candy sales 
during the past year, with the 
average increase 18.8%. 

3. Most of the candy dollar spent 
in food stores goes for bar goods 
and bagged candy. 


a 4. Candy accounted for 2.8% of 
sales. 

5. Bar goods and bagged candy 
have best distribution. 

6. Average candy margins in 
food stores were 26.2% of selling 
price. 

7. Most popular price range for 
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bagged candy was from 20¢ t 
29¢. 

8. 71.5% of the stores used soi. 
type of self-service location ty 
sell candy. 

9. Six-pack units sold in 37.°9 
of the outlets, while self-service 
stores lead in the sale of mu ti- 
pack units. 

10. Of total candy sold, 46.3% 
was supplied by candy wholesal-. 
ers, 39% by wholesale grocurs, 
12.7% by manufacturers and 1.)%# 
by others. 

With net profits declining, foodf 
stores are attracted especially by 


fast turnover and substantial mar-§ Th 
gins offered by candy, the surveysptt 
pointed up. While they reporteagnde 


an average candy margin of 26.2% 
on sales, the current over-all storef 
margins range between 14 and): 
16%. The 26.2% margin is con- 
sidered a generous one by food 
store operators, Progressive Gro- 
cer declared, yet other types of 
stores, because of higher oper- 
ating expenses, “do not and cannotfe 
sell candy at this low average mar- 
gin.” 


Periodical Press Elects Rowe 


R. C. Rowe, National Business 
Publications, Gardenvale, Que., has 
been elected president of the Peri- 
odical Press Association. Other of- 
ficers elected include: K. D. Ewart, 
Country Guide, Winnipeg; Geo. 
Collington, Hugh C. Maclean Pub- 
lications, Toronto; C. J. Laurin, 
Canadian Homes & Gardens, Tor- 
onto, and Roydon M. Barbour, Con- 
solidated Press Ltd., Toronto, vice- 
presidents; I. D. Carson, executive 
vice-president, and Floyd S. Chal-§ 
mers, past president, treasurer. 


CNAMA Elects Wm. Cass 


Wm. R. Cass, Mill Valley Rec- 
ord, has been elected president of 
the northern unit of the California 
Newspaper Advertising Managers 
Association. Others elected are: 
Vice-president (daily), Leo D’or, 
Stockton Record; vice-president 
(weekly), Lyman Stoddard Jr.f 
Walnut Kernel, Walnut Creek, and 
secretary-treasurer, Al Horn, 
Berkeley Gazette. 


Two Appoint Robinson Agencyf. 

Robinson Advertising Agency, 
Baltimore, has been retained to 
handle the advertising of Nestle 
Form Co., brassieres, and Well 
Made Pants Co., Pleetwood slacks, 
both in Baltimore. Nestle will use 
radio, dealer helps and magazines 
and Well Made Pants will use 
magazines, direct mail and dealer 
helps. 


WTIic. - 
pOMINATES ‘ 
HE PROSPEROUS . 


Paul W. Morency, Vice-Pres.— Gen. Mgr. + Walter Johnson, Asst. Gen. Mgr.— Sales /\9" 


UTHERN NEW ENGLAND 
_IRAR KET 


WTIC’s 50,000 WATTS REPRESENTED NATIONALLY BY WEED & CO. 
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3 Methods Proposed 
Test Advertising 
ks a Sales Tool 


New YorK—Industrial advertis- 
managers are being urged to 
evelop their own case histories 
b prove the effectiveness of ad- 
ertising in producing sales re- 
ts in a report, “The Power of 
,dustrial Advertising ...Fact or 
aith,” now being distributed to 
450 members of the National In- 
ustrial Advertisers Association. 
The report, prepared by the com- 
ittee on advertising effectiveness, 
nder the chairmanship of Ber- 
ard Dolan, manager of marketing, 
Peter A. Frasse & Co., points ou. 
hat the association has developed 
any studies of the power of in- 
ustrial advertising in general but 
at the most convincing evidence 
f advertising effectiveness to 
anagement is that which con- 
erns its own specific company. 
Thirteen methods for developing 
roof of effectiveness are listed: 
1) Isolate a geographical sales 
ea; (2) isolate a product; (3) 
olate a slipping product; (4) iso- 
te a new product; (5) isolate an 
dustry; (6) isolate a salesman; 
) isolate the ‘seasonal slump’; 
B) isolate a product application; 
)) isolate a selling idea; (10) 
easure your inquiries; (11) 
easure new accounts; (12) meas- 
e recognition; (13) measure sales 
psts. 
The requirement for developing 
oof, it is stated, “is the isolation 
every doubtful factor possible, 
> that a conclusion cannot be 
enied.” 


irect Mail Contest Opens 


The Direct Mail Advertising As- 
iation has announced the open- 
g of its 2lst annual direct mail 
dvertising contest. The contest 
s open to all users of any type 
f direct advertising, without re- 
riction on size, type, purpose or 
lassification. Entries must be of 
aterial produced between Sept. 
1948, and Aug. 31, 1949. Cam- 
higns in each class of business will 
e selected for the “Best of In- 
ustry” awards. Winners will be 
nounced at the DMAA annual 
mnvention at the Congress Hotel, 
hicago, Sept. 21-23. 


och Appoints Betty Watkins 


Betty Watkins has been ap- 
ointed editor of “Your Flower 
hop,” external publication which 
being resumed this fall by 
eorge Koch Sons, Inc., manu- 
“a of decorative floral metal- 
raft. 


; aylor Electric to Poyntz 


Taylor Electric Mfg. Co., London, 
nt., has named Alford R. Poyntz 
dvertising, Toronto, to direct the 
bmpany’s advertising. Full page 
is will be carried in trade publi- 
tions. 


New Group Plans 
Wide Campaign 
For Free Europe 


New York—The recently organ- 
ized National Committee for Free 
Europe, Inc., is seeking contribut- 
ing members by means of a news- 
paper advertising campaign in 
leading cities. The ads are being 
placed by Hewitt, Ogilvy, Benson & 
Mather, Inc. 

Joseph C. Grew, former Ameri- 
can Ambassador to Japan, is chair- 
man of the committee, and DeWitt 
C. Poole is executive secretary. 
The first advertisements appeared 
last week in New York news- 
papers. 

The committee, it is said, will 
assist democratic leaders of Europe 
who have come to the United 
States to escape Communist op- 
pression in eastern Europe. It is 
planned to assist those leaders in 
maintaining themselves in useful 
occupations during their enforced 
exile; to help them to understand 
more about America and its people 
and institutions; to engage in ef- 
forts by radio, press and others 
to keep alive in Europe ideals of 
freedom, and to establish effective 
means of cooperation with like- 
minded leaders abroad. 

Members of the committee, in 
addition to Messrs. Grew and 
Poole, include Frank Altschul, 
treasurer; Hamilton Fish Arm- 
strong; A. A. Berle Jr.; Francis 
Biddle; Robert Woods Bliss; James 
B. Carey; Hugh A. Drum; Allen 
W. Dulles; Dwight D. Eisenhower; 
Mark F. Ethridge; James A. Farley; 
William Green; Charles R. Hook; 
Arthur Bliss Lane; Henry R. Luce; 
Arthur W. Page; Charles M. Spof- 
ford; Charles P. Taft; DeWitt Wal- 
lace and Matthew Woll. 


Developes Collescope, 
Packaged Hooded Screen 


Wisconsin Sound Equipment Co., 
Milwaukee, has introduced Colle- 
scope, a “packaged hooded-screen” 
which allows the showing of films 
in ordinary room light just by 
drawing common shades or blinds. 
To be used with your present pro- 
jector—16 or 35 mm. slide, strip, 
film or movie, silent or sound, 
Collescope comes in two models— 
Model A (portable desk or table 
top unit with 22”x28” viewing 
screen) priced at $59.95, and Model 
B (a castered rolling darkroom 
having a 24”x30” screen) priced 
at $159.95. 


Opens New Chicago Office 


Radio Daily, New York, has es- 
tablished a new and larger Chicago 
office at 360 N. Michigan Ave. 
Hal Tate has been named a Chi- 
cago representative. 


Representing: NEW YORK GRAVURE CO. 


New York City 


PLAYERS—Burt Davis, Emery Advertising 
Co.; Tom Quinn, VanSant, Dugdale & Co., 
Baltimore, and Jack Aspey, ad manager, 
Black & Decker Mfg. Co., Towson, Md., 
pose with corsages given them following 
presentation of Maryland Industrial Mar- 


keters’ play, “Equal to the Sum of Its 

Parts.” Mr. Davis wrote, and Mr. Quinn 

directed the play, which dealt with the 

planning of an ad campaign for a new 
product. 


Ayer Publishes 
Management Ads 
in Book Form 


PHILADELPHIA—Advance copies 
of a book on management prob- 
lems, titled “In Behalf of Manage- 
ment,” are being mailed to leading 
executives by N. W. Ayer & Son. 

The book, comprising reprints 
of selected advertisements of the 
Ayer “Management Series” that 
has been running monthly since 
June, 1945, is bound in cloth and 
chronicles the success of Ameri- 
can business management in solv- 
ing some of its current problems. 

At various times tne advertise- 
ments have appeared in .The Satur- 
day Evening Post, Time, Newsweek, 
U. S. News & World Report and 
newspapers in several large cities. 
A foreword by Arthur W. Page, 
formerly vice-president and direc- 
tor, American Telephone & Tele- 
graph Co., outlines the need for 
publication of such material and 
states that “this book will clear 
the air in mény quarters and will 
help toward a better understanding 
of a vital subject.” 

Some of the chapters deal with 
such subjects as: What is manage- 
ment? What does management 
do? How big should a man’s salary 
be? How are great businesses 
born? How many businesses will 
survive the next two years? What 
are profits? What is a fair profit? 
Is bigness a curse? Can big busi- 
ness do without small business? 
Are profits too high? Who puts 
rocking-chair money to work? 
Why are some prices still high? 


Capehart-Farnsworth Elects 
Ellery Stone President 


Capehart-Farnsworth Corp., 
newly formed and wholly-owned 
subsidiary of International Tele- 
phone & Telegraph Corp., has elec- 
ted Ellery W. Stone president and 
David R. Hull executive vice- 
president. Other officers are: Philo 
T. Farnsworth, vice-president; 
Henry C. Roemer, vice-president; 
William Clausen, vice-president; 
P. H. Hartmann, treasurer, and 
Chester H. Wiggin, secretary and 
assistant treasurer. Edwin A. 
Nicholas, formerly president of 
Farnsworth Television & Radio 
Corp., has been named assistant 
to the president. 

Admiral Stone, IT&T vice- 
president, is also president of Fed- 
eral Telephone & Radio Corp. and 
International Standard Electric 
Corp. 


Publication Changes Name 
Effective with the September 
issue, Minicam Photography, Cin- 
cinnati, will become Modern Pho- 
tography, with an increase of cir- 
culation from 150,000 to 200,000. 
The publication will have a new 


McGraw-Hill Plans 
to Microfilm Papers 
for Library Use 


New YorK—McGraw-Hill Pub- 
lishing Co. has entered into an 
agreement with University Micro- 
films, Ann Arbor, Mich., to make 
available to libraries 15 publica- 
tions in microfilm form. 

Under the plan, it is said, the 
library keeps printed issues un- 
bound and circulates them in that 
form for two or three years. When 
the paper copies begin to wear 
out or are not called for frequently 
they are disposed of and the micro- 
film substituted. Sales will be re- 
stricted to those subscribing to the 
paper edition, and the film copy 
will be distributed only at the end 
of the volume year. 

McGraw-Hill publications cov- 
ered in the agreement include: 
American Machinist, Business 
Week, Chemical Engineering, Coal 
Age, Construction Methods, Elec- 
trical World, Electronics, Engineer- 
ing and Mining Journal, Engineer- 
ing News-Record, Factory Man- 
agement and Maintenance, Food 
Industries, Power, Product En- 
gineering, Textile World and Weld- 
ing Engineer. 

Inquiries concerning purchase of 
film volumes should be directed 
to University Microfilms, 313 N. 
First Street, Ann Arbor, Mich. 


2 Name Bozell & Jacobs 


Bozell & Jacobs has been named 
to handle the accounts of the Salis- 
bury Co., Minneapolis, bedding 
manufacturer, and Simon & Mogil- 
ner, St. Paul, maker of Plapet 
Scientifit children’s clothing. Con- 
sumer and trade publication adver- 
tising will be used. 


Issues Special Section 


A special section called “Better 
health means better living,” de- 
voted to a report of facilities for 
medical care, was published by the 
Seattle Sunday Times recently. 
News copy on medical care was 
prepared by the King County Med- 
ical Society. 


LOOKING FOR 
MORE SALES IN 
NEW YORK STATE? 


Then you need the 
Industrial Directory of . 
New York State, 1949 


Lists 50,000 New York State 
manufacturing and mining firms, 
their addresses, names of com- 
pany officers, principal prod- 
ucts and approximate number of 
employees. Conveniently classi- 
fied by principal product and 
New York City or upstate loca- 
tion. . . The cloth-bound book 
contains more than 800 pages. 
A limited number of copies are 
being offered for sale. Copies 
will be delivered shortly —as the 
books come off the presses. Ear- 
ly orders have priority. To re- 
serve your copy, mail check for 
$15 with your order to... 


NEW YORK STATE 
DEPARTMENT OF 
COMMERCE 


112 State Street, Room 151 
Albany 7, New York 


VACATION 
CLUB CHECKS 
of $878,061 
Set All Time 
Worcester Record 


Worcester has the money — $878,061 — ready 
to spend on a vacation, and on the 


merchandise to go with 


it. Over four-fifths of a 


million dollars in cash has just been paid out to 
Worcester families in Vacation Club Checks by six 
local banks. For the next three months a sizable 
percentage of these dollars will buy hundreds 
of vacation prerequisites. You can capture your share 
of these purchases with advertisements in the 
Worcester Telegram-Gazette, the newspapers 
which blanket the area. Daily circulation in excess of 
140,000. Sunday over 100,000. 


ee “GAZETTE 


WORCESTER, MASSACHUSETTS 


GeorGce F Boot Pubdisher-— wii 
* meoney, REGAN & SCHMITT, INC., NATIONAL REPRESENTAT 
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PUBLISHED SINCE 1941 


BUY-LINES SUNDAY COLUMN 


Now appearing in 


63 TOP METROPOLITAN SUNDAY NEWSPAPERS 


gi) 
oa 


and 


4 BUY-LINES “HOUSEWIFE'S SPECIAL” 


Now appearing in 


83 TOP METROPOLITAN WEEKDAY NEWSPAPERS 


+ 


Now Enters 


ATHE SATURDAY EVENING POST 


To appear every week 


and . rt 


LADIES’ HOME JOURNAL : 


To appear every month : * 
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